- t 


MYS¢ On 


SANDALWOOD OIL 





Obtained from selected Mysore heartwood, Genuine Mysore Sandalwood Oil, distilled at our 


Linden, N. J., plant, is the chosen standard of purest quality for leading Perfumers the 


world over. 


The delightful effect imparted by genuine Mysore Sandalwood Oil cannot 


be satisfactorily duplicated by natural or synthetic material from any source other than 


authentic Santalum album linnae. 


Sole Agents for the United Stites WJ BUSH & C. fae. 


Sole Agents for Canada, W. J. BUSH & CO. (Canada) Lid., 
New York 


Montreal, Canada 





“I? Olpefte Sffence Diftilfers’” 
W. J. BUSH & CO. 


Incorporated 
Essential Oils * Aromatic Chemicals + Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16,N. Y. + Linden, N. J. 


NATIONAL CITY, CALIFORNIA + LONDON + MITCHAM + WIDNES 
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= (MBRICAN DISTILLED OILS 






PRODUCED AT OUR BROOKLYN FACTORY 


OILS 










CLOVE BALSAM PERU OPOPONAX 











NUTMEG CELERY PIMENTO 






ORRIS LIQUID, CONC. OLIBANUM 






STYRAX SANDALWOOD 







also 





EUGENOL 





LINALOOL 





CITRAL 
RHODINOL 







RESIN LIQUIDS 





OLIBANUM ORRIS BALSAM PERU 












BALSAM TOLU 








LABDANUM 





OPOPONAX STYRAX TONKA 









Essential Oils * Aromatic Chemicals * Perfume Materials + Colors 





GEORGE LUEDERS 


427 WASHINGTON S THRE BT; NEW YORK 












_ CHICAGO - SAN FRANCISCO * MONTREAL + ST. Louts : PHILADELPHIA * LOS ANGELES - TORONTO 





ESTABLISHED 1005 
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Aided Ch nah Bo 


MILLIONS OF CONSUMER-PRODUCT SALES are made daily in which the influence of 
an attractive package is a deciding factor. 


The volume of these ‘‘sales by the package”’ is indicated by the results of national surveys* which show 
that 62% to 75% of the 65 million adult women—who buy % of all goods sold at retail—make up 
to 53.8% of their buying decisions at the point-of-sale—selecting items and brands they had not 
planned to buy when they entered the store. 


Thus—packages that attract, and make a better impression of quality within, win sales! Ritchie 
produces millions of such sales-making packages for America’s leading merchandisers. 


NEVER UNDERESTIMATE Z 1) }- WAY TO INCREASED SALES. Let Ritchie help you 


develop a package that meets the increasing challenge 


gis th oe a % ves of self-service retailing. A practical, production- 
THE POWER OF THE i. | i Se ee La ; » planned package that instantly identifies, fully protects 
aS on pile tate tl 62 Fahd conveniently dispenses your product. Easy to 
amen a er fill or pack—to handle and display—but above all an 
PACKAGE! : Bas tcc al  ) attractive SELLING package. 


*Consumer surveys conducted for E. I. du Pont 
- ee at de Nemours & Company, Incorporated 
wOrraiget w, G, MITSHIZ € CO, 


NEW YORK « DETROIT + LOS ANGELES « ST. LOUIS * MINNEAPOLIS * MILWAUKEE «+ PITTSBURGH * PORTLAND «¢ SEATTLE © MIAMI 
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USINE ST. CLAUDE 


Ca RASS 


x 


/ 
FLOWER OILS : ESSENTIAL OILS & AROMATICS 


Sor the 


SOAP - PERFUMERY : COSMETIC & ALLIED TRADES 
Laboratories, Distilleries & Head Offices: GRASSE - A. M. FRANCE 
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SUNAROMES “O” are oil soluble 
SUNAROMES “W” are water soluble 


) st consider the many advantages of a product that not only perfumes your sun-tan 


eparations most attrectively, but which in itself is a very effective screen against the 
rning rays of the sun. Then you'll understand why Felton's Sunaromes have been widely 
ed in the manufacturing of so many successful sun-tan products. 

Sunaromes are supplied in a number of delightful 

yrances and it's easy to make fine sun-tan 
eparations with them 

Just mix Sunaromes with the base you prefer 

ter gum, water alcohol, or even water alone. You 

also use a liquid cream base, mineral oil, fatty oil, and others. It's the Sunaromes 
! make them effective sun screens and scent them so attractively. The protection 


LiNZ and there is no problem of skin irritation 


I E | T Oo NY rh FT |} M i ¢C ‘ | & re) os WRITE NOW for Samples and a leaflet 
S| y ELTON 
Pi P| l P P \ y | y oo ee ee 


containing complete datd, prices and 


HNSON AVENUE, BROOKLYN, N. Y ee 2 a, a 0 ee ee ates interesting formulas 





Isto CHEMICALS AT WORK 


a E 


Bac year American women spend over one billion dollars tor 
beauty preparations. ISCO chemicals, gums and waxes play an im 
portant role in this industry. There is hardly a beauty product that 
does not call for one or more of ISCO'S cosmetic chemicals, gums or 


Waxes. 


Cosmetic manufacturers know the importance of obtaining the 
best raw materials available. That is why ISCO cosmetic bases are 
used in many nationally advertised brands. ISCO absorption bases 
of the oxy-cholesterol type—are ideal for water in oil emulsions. Try 
an experimental sample in your creams and lotions. Different forms 
are available for specific requirements. 


In recent years, all of ISCO’S talc was requisitioned for 
war use. To meet the government's rigid specifications new 
methods of production and laboratory control were set up 
by Innis, Speiden to provide chemically standardized tak 
of definite particle size and shape. Now that the govern 
ment no longer requires all of ISCO'S talc, we have re- 
tained the same methods of production to provide industry 
with the finest product of its kind on the market. Investi- 
gate the possibilities of ISCO talc in your process. 


Among ISCO cosmetic waxes currently available are 
pure sun bleached and yellow refined Beeswax, Ozokerite 
waxes, Ceresin and Spermaceti waxes. For lipsticks: Car- 
nauba, Candelilla, or Carnauba Substitute #580. 


(Pr) 
ae 


em mle me eat ag 
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Bottle No. 7314 is the ideal hand loti 


, En ‘ress € sure, ad decorative finishing ft 


IT PROTECTS AND BEAUTIFIES... 


the container that’s exactly right for your product ! 


The ideal package combines product protection 
with sales-attracting beauty and convenience. 
It’s functionally suited to your product in every 
respect —the right size, the right shape, the right 
closure, the right look. 

We suggest, you look for this “exactly right” 
container in the stock Duraglas drug, chemical 
and toiletry line. There are more than 1400 


Cy 
TL LOO VOLS 
Oo a oe - ; 


different bottles for you to choose from...all 
are reliable protectors, as well as being lustrous 
backgrounds for a distinctive label. 

\fter you've selected the container that hills 
your needs, choose an O-I closure, either plastic 
or metal—in businesslike black or brown, or a 
dressy pastel. It will complete a package that 
protects, beautifes and sells your product. 


OWENS-ILLINOIS GLASS COMPANY, TOLEDO 1, OHIO Branches in Principal Cities 


v 
« 


Essential Oil Review 


February, 1947 


119 








Li KE TH Ee FLAVOR Lemon Oil delivers flavor... clarity 
and uniformity not found in any other 
“CUT . 
OF A FRESH Seana. 
LE MON Always specify it by the brand name 
@eee 


when you order — Exchange Oil of 


Lemon. And to insure your satisfac- 
When it’s /emon you want, Exchange 1s 


tion, accept no other brand. 
the Oil! 


Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
in the United States is Exchange Lemon pala enminiaapggattiacniamasetig 


: . J DODGE & OLCOTT, INC. 
Oil. This overwhelming endorsement by 180 Varick Street, New York 14, N. Y 


More than 80% of all the lemon oil used 


the trade is your assurance that Exchange rennin 
, CALIFORNIA FRUIT GROWERS EXCHANGE 


PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF 
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eee Only THOSE whose goal | 


to produce the finest perfun 


will be interested in these 


SEILLANS FLORAL ABSOLL 


~~ 
. J, PRODUCE one pound of Orange Flowers Absolute Seillans, it take 


half a million blossoms—or the normal yield of from 40 to 50 neroli 
bigarade trees. From three to four million jasmine flowers are needed t 
produce a single pound of our incomparable Jasmine Absolute Seillans. 

In the light of such figures, the costliness of these superb materials can be e: 
appreciated. They are, in fact, the most highly priced — and the most 
highly prized ingredients used in present day perfuming. 

Employed sparingly, in the hands of skilled perfumers, their 

addition to the formula lends a depth and quality of 

fragrance found only in the living flower . . . 

We are glad to be able to ofter these five important Seillans 

Floral Absolutes for immediate delivery, but in limited 

quantity, to those manufacturers who find satis- 


faction in nothing but the best. 


Write, phone or wire us for quotations. 


FRITZSCHE © %2 
—_—$_Nrothers, Ln 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N.Y. 


SRANCH OFFICES and STOCKS Boston, Mass., Chicago, Ul, Los Angeles, Calif., St. Louis, Mo., 
Toronto, Canada and Mexico, D.F. FACTORIES: Clifton, N. J. and Seillans (Var), France. 


POONER ORAS AO ARCANE SL CN mS eee Se ame SGA ae 





1s 


funes possible 


e 


LUTES... 


S, it takeéb nearly 


can be easily 


e most 


ROSE 


(Extraction of 1 1b. of Absolute requires from 800 to 1000 


lbs. of flowers.) 


(Extraction of 1 1b. of Absolute requires about 650 lbs. of 


JASMINE 


(Extraction of 1 lb. of Absolute requires approximately 
700 lbs. of flowers.) 


SAGE CLARY 


(Extraction of 1 lb. of Absolute requires about 360 lbs. of 
flowers.) 


ORANGE FLOWERS 


(Extraction of 1 lb. of Absolute requires from 750 to 1000 
lbs. of flowers.) 


Note: Seasonal variations, weather conditions, time 
of harvest and numerous other factors affect the yields 
of these flowers. Figures given, therefore, are only 
approximations. 

















we ihe 





ee 








REWARDS FOR QUALITY... 


E believe most manufacturers today take keen, 
personal pride in the quality of their finished merchan- 
dise . . . and in the excellence of materials that go into 
their manufacture. We also believe that something 
much more tangible than an inner sense of satisfaction 
is their ultimate reward for such superiority. Consider 
the matter of selling these products: Is there any factor 
more reassuring to the salesman or more strengthening 
to his sales approach than absolute confidence in his 
product's quality? And does anything provide firmer 
grounds for such confidence than the certain knowledge 
that they are made of the very finest raw materials? 
All in all, the use of genuinely good materials reaps a 
harvest of sales, satisfaction and good will that far 


outweighs their cost. 


Perfume manufacturers using any of the raw materials 
featured on the front or back pages of this insert can 
truthfully claim that their finished perfumes contain the 
finest ingredients that money can buy. We commend 


these materials for your earnest consideration. 


FRITZSCHE BROTHERS, Inc 








Florentine Orris Field 


Pi OIL OF ORRIS ROOT FLORENTINE CONCRETE owes its high irone content and superb quality 
to proper selection and aging of root material and to the specially devised, carefully supervised 

process of distillation employed at our Seillans plant. The root material used by us is the finest pro- 
duced. It comes from the sun-drenched hills of Florence and is used for distillation only after 

prolonged aging. A special building at Seillans houses our orris distillery and produc- 

tion goes on here continuously throughout the year. . . . It is a just pride in its exquisite 

quality that prompts our recommendation of Seillans Oil of Orris 


FR i TZ§ CHE Esteblisbed RE BR 
aL | Ine 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, 


BRANCH OFFICES and STOCKS: Boston, Mass., Chicago, IUll., Los Angeles, Calif., St. Louis, Mo., 
Toronto, Canada and Mexico, D.F. FACTORIES: Clifton, N. |. and Seillans (Var), France. 





“Tl NEVER 
buy this 


PPE LPLEOLLLOL ELE LOLOL OLED ODL LE 


Women are critical. They just don’t like products 

that “settle out” or have a watery or curdled appear- 

ance. Give yours an even and \asting distribution 
of color and body with Kraystay 


PPPLLELEL ELL LL LOL ELL O LOLOL a. ne: 


bp underestimate the value of a good 
stabilizer. If it stops separation, cur- 
dling or “settling out.” it may be as impor- 
tant as the most costly ingredient. 

Many alert manufacturers are now im- 
proving their products with Kraystay. This 
remarkable vegetable stabilizer gives many 
products an even and lasting distribution 
of color and body. 

Used in varying proportions, Kraystay 
has unusual stabilizing, emulsifying, thick- 
ening, suspending and gelling properties. 
lt is adaptable for use in cream lotions, 
hand lotions, toothpaste, cosmetics, phar- 
maceuticals, foods, and many other prod- 


ucts of medium or low acidity. 


Find out more about Kraystay. Call or 
write today stating the nature of your prod- 
uct. Or, if you wish to submit your formula, 
Kraft technicians will be glad to assist you 
in the application of Kraystay to it. Kraft 
Foods Company, Dept. Y-9, 500 Peshtigo 
Court, Chicago 90, Illinois. 


FROM TINY FRONDS OF CARRAGEEN (edible 
Irish moss) gathered from the cold ocean floor, 
Kraft extracts a clear, pure 
vegetable gelose for use in the 
manufacture of Kray stay. 
Modern scientific laboratory 
control insures the uniform 
high quality of this consist- 


ently efficient stabilizer. 


KRAYSTAY 


MADE BY KRAFT 
A NEW DEVELOPMENT IN VEGETABLE STABILIZERS 
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CH.-CH CH-CH CH-C 
OH 


® Sorbic acid is a versatile and challenging new intermediate now 
available as a white crystalline solid melting at 134.5°C. ‘The presence 
of a carboxyl group and a conjugated system of double bonds in the 
2-4 position makes possible the usual as well as some unique reactions. 
With Sorbie acid halogens, halogen acids, and hypohalites can be 
added:—amides and substituted amine compounds are readily formed; 


—a variety of esters can be easily prepared, 


® Sorbic Acid easily undergoes the Diels-Alder type of reaction with 
suitable compounds and polymerizes by a similar mechanism. Because 
of these properties Sorbic acid will be of particular interest to the 
pharmaceutical industry. As the production of Sorbic acid has just 
been started on a pilot plant scale, only a few of its many possibilities 
have been developed. Substantial quantities are available, however, 


for investigational purposes. 


® Our technical representatives will be glad to discuss your individual applications 
for this interesting new compound. Call or write our nearest office for a sample and 


for our technical information sheet, Form F-6568. 


CARBIDE AND CARBON CHEMICALS CORPORATION 


Unit of Union Carbide and Carbon Corporation 


30 East 42nd Street, New York 17, N. Y. Offices in Principal Cities 


Distributed in Canada by Carbide and Carbon Chemicals, Limited, Toronto 
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114 EAST 32nd STREET e NEW YORK 16,N.Y. © MURRAY HILL 3-7618 
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De Luxe polished Rich Low brass — baked 


lacquer finish 


Free wheeling mechanism — It is impossi- 
ble for the filler to swivel up while the cap 


is on 


e ‘'Click-Tite’’ closure* 


PHONE, WIRE OR WRITE FOR SAMPLES 


BRODER INDUSTRIES 


Bee 6 ae ee ae eee 


167 WEST 64th STREET, NEW YORK 23, N.Y. © TRafalgor 7-0092 
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PROGRESS MEANS GROWTH 


D & 0 was leader in its field 
When the first Railway Train started on its opening trip 


True to its tradition of progress for nearly 150 years, D & O continues full steam ahead... 
developing and producing basic materials of high quality and uniformity...creating new, 
imaginative scents that win favor and acceptance...applying its research facilities to the 
art of creative perfumery. @A great heritage of manufacturing skill and experience enables 
D & O to keep pace with the growth and progress of the Perfume and Cosmetic industry 


DODGE & OLCOTT, Inc. 


180 VARICK STREET, NEW YORK, W.Y. 
Boston - Chicago - Philadelphia + St. Louis - Los Angeles 
Plant and Laboratories, Bayonne, N. J. 


PERPUMERS RAW MATERIALS = ESSENTIAL OILS = AROMATIC CHEMICALS - PERFUMES 
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HEADQUARTERS FOR 
ONE OR A COMPLETE LINE OF 
QUALITY TIME TESTED 
PRIVATE LABEL COSMETICS 


HELFRICH PRIVATE LABEL COSMETICS 


Rouge 
Cream Rouge 
Lipsticks 
Eye Shadow 
Face Powder 
Sachets 

Etc. 


WHAT HELFRICH 


Cake Makeup 
Mascaras 

Solid Perfumes _ 
Cream Cologne 
Face Creams 


Lotions 
Etc. 


PROMISES .....HELFRICH DOES 


@ HELFRICH LABORATORIES, INC., 737-9 W. JACKSON BLVD., CHICAGO @ HELFRICH LABORATORIES OF CANADA, LTD., 690KING ST., WEST, TORONTO, ONT. 
@ HELFRICH LABORATORIES OF N. Y., INC., 151-163 WEST 26th St, NEW YORK @ CABLE ADDRESS: HELFLABS, NEW YORK... CHICAGO... TORONTO 


HELFRICH 3 Laboratories 
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GLYCOL AND GLYCEROL FATTY ACID MONO ESTERS 


We have been manufacturing a full line of these esters for many years. They are made 
of the finest raw material and have a minimum free acid and alcohol content. They are 


available in both self-emulsifying and non-self-emulsifying grades. 


SPECIAL ACID-STABILIZED EMULSIFIERS 


for antiperspirant creams, permanent wave creams, and other cosmetic and allied products 
containing large percentages of electrolytes and acids. 


asa ho abe ee ye, ue; 
eng hfe Oras Ss eee wk Ss - 


These emulsifiers have many specialized applications. They are particularly suitable for 
emulsions in which stability to acids, alkalis, and salts is of prime importance. Because of 
their non-ionic character, their compatibility with other components of emulsions is con- 


siderably higher than that of ordinary ionizable emulsifiers. 


““CUSTOM-MADE”’ EMULSIFIERS 


We have had a wide experience in formulating emulsifiers adjusted to meet special con- 
ditions, for which the emulsifiers available on the market have not been found suitable. 
A large part of our production consists of these “custom made” emulsifiers. We welcome 
an opportunity of conferring with manufacturers about emulsifiers to fit their special 
requirements, either in new products which they are planning to bring out or in existing 


products that they wish to modernize or improve. 


Van Dyk emulsifiers are manufactured on a large scale in a modernly equipped 
plant. Rigid and exacting scientific control of each step in their production assures 


unvarying, dependable uniformity in the quality of our emulsifiers. 


Ey. PRESERVATOL ANTRANOX M 


A preservative for cosmetics containing water 
or other material favorable to the growth 
of micro-organisms. Protects against mold 
formation, — 


An antioxidant-preservative for cosmetics con- 
taining vegetable or animal oils or fats. Pro- 
tects against rancidity. 





(Vacuum Distilled THIOGLYCOLIC ACID) 


Assay 75% (approx.) HS-CH,-COOH 


Thiovanic Acid, being Vacuum dis- 
tilled, is a product of superlative 
purity. No other manufacturer of 


thioglycolic acid offers better. 


You will want to buy Thiovanic Acid 
for best results and a trouble-free 
product. Place your order with us 


today and assure delivery. 


* SCHEDULE.| NOW 


$2.20/Ib. (100% basis) in carboys 
$2.00 /Ib. (100% basis) 1000 Ibs. 


monthly on contract 


Exprorl tnguies solicited 


Vins (2toI LCA inc. 


250 EAST 43rd STREET, NEW YORK 17 


In England, Evans Chemicals, Limited 
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Maximo A. Kuderli 
Rodriguez Pefia 233 


Buenos Aires, Argentina 


Blemco S. A 
Caixa Postal 2222 
Rio de Janeiro, Brasil 


Carlos Bobbert 
Casilla 9660 
Santiago, Chile 


Agencia de Papeles y 
Ferreterias Ltda 
Apartado Aéreo 4608 
Bogota, Colombia 


Juan Gonzales 
Sitios 355 
Habana, Cuba 


Sahdala & Co., C. por A. 
P.O. Box #27 

Santiago de los Caballeros 
Republica Dominicana 


H. G. Zevallos Menendes 
Casilla 602 
Guayaquil, Ecuador 


Julio Lépez Martinez 
Apartado 229 
Guatemala, C. A. 


Alberto Farres 
Apartado 7233 
México, D.F., México 


Manuel J. Riguero & Cia. Ltda. 


Managua, Nicaragua 


La Quimica Suiza S.A. 
Avenida Wilson 706 
Lima, Pera 


I. Oriol Escoda 
Esq. Socarras 
Caracas, Venezuela 


Assem Beyhum 
King Fouad Avenue 
Beirut, Lebanon 


Sapriel & Douek 
16 Sheikh Hamza Street 
Cairo, Egypt 


I. Spitzglass & Sons 

Queens Rd. & Nortolk Street 
Woodstock 

Cape Town, South Africa 


Indian Chemical Works 
Khurshed Building 
Mahatma Gandhi Road 
Karachi, India 


)) 
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BY ALBERT VERLEY & COMPANY 


. . a true simile of the living flower 


LU 
Violet Victoria is one of those contributions of modern 
aromatic chemistry, which have done so much to lessen 
the dependence of the perfumer upon natural raw materials 
of fluctuating cost and uncertain supply. 

The vast improvement in such replacement products 
is typified by this fine Violet re-creation. You can use it 
with confidence in your most critical formulas, 
or as a complete Violet perfume for your most 
discriminating clientele. 

If the Violet note plays any part in your current 
planning and creative work, you owe it to yourself to 
become familiar with the possibilities of Violet Victoria. 


Write for working samples and prices. 


Synthetic Aromatic Products and Organic Isolates e Synthetic Flower Oils and Aromatic Bases e Bouquets and Finished Compositions 
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Distinctively Elegant 
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THE NEW ARLACELS Keep 
YOUR PRODUCT AS SHE WANTS IT 


Once again Atlas leads the way, this time with a 
really /ight emulsifier that is as inspired as your 
finest cosmetic creation. The new Arlacels have 
a distinctive elegance all their own to impart to your 
most skillfully blended formula. So pure and 
clean in color, so free from odor, they work into 
the most delicate perfume or softest cream with- 
out a tell-tale trace. These desirable features, plus 
the superior stability of the new Arlacels result 
in the protection you want for the natural char- 


acter of your formula. 


AT | A q Cosmetic and pharmaceutical chemists who are 


anxious to make important improvements in 
INDUSTRIAL CHEMICALS DEPARTMENT topical application formulas are invited to write 
us for more details. 


ARLACEI Reg. U.S. Pat. Off 


ATLAS POWDER COMPANY, WILMINGTON 99, DELAWARE * OFFICES IN PRINCIPAL CITIES * CABLE ADDRESS * ATPOWCO 
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coffee depends, largely, on the skill of the 
a parallel in perfume. Aromatics are 


our exceptional perfume artists lift 


constant explorations of the scientific . ._ 
r d/h 
jl 


which fine perfumers develop into 







originality— you will find it profitable. 





T \ 


Peay Tit a ane 


/ 315 Fourth Avenue » New York 10, N. Y. 


9 es ae 


1820--1946 





A gradual perfection both in individuals 
and in an industry comes with the passing of 
years. There is no test of the quality of a 


product or of an institution equal to that 


of time. 


The ever increasing number of perfumers 
who depend upon our organization to meet 
their requirements for basic perfuming mate- 
rials is ample proof that the test of time has 


revealed their sterling qualities. 


Roure-Dupont, Ine. 


Essential Oils °* Aromatic Chemicals ° Floral Products 


366 Madison Ave. New York 17, N. Y. 


Sole agents for Roure-Bertrand Fils, Grasse (A.M.) 


France and Justin Dupont, Argenteuil (S.& O.) France 
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S yropleu Specialties 


* 


JASMISIA 


A complete series of Jasmisia products 


now available in a price range from $2.25 


to $8.50 Ib. 


If you are not acquainted with the unusual 
value of this series of popular Jasmine Spe- 
cialties, we would be glad to submit samples 


upon request. 


May we have your inquiry? 


“% 
t, & 
Ike Dt maw 


Sy nbleurScientitic cfabor alories, he — Monticelle,V. Y. 


2Y U.S. PAT. OFF. 


ATLANTA - DETROIT + HAVANA - RIO DE JANEIRO + MEXICO, D.F. 
NEW YORK CITY EXPERIMENTAL LABORATORY—509 MADISON AVENUE, NEW YORK 22, N. Y.—ELDORADO 5-4757 
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There is no “Synthetic” for 
[NPERIENCE! 
BEESWAX extra Quality LEONHARD" 
MEDICINAL WHITE OILS 


"U.S.P." + = "TECHNICAL" 


SIERRA TALCS 


"All Grades” 


VANILLA BEANS—GUMS—'T. & 8.” 


STURGES CHALK 


"Extra Light” —"Dense” 


LANOLIN 


USP — Pharmaceutica — Cosmetic Grades 


ESSENTIAL OILS—Naturals—Synthetics 


“Tombarel” 


“For years we have been serving manufacturers in our field. We 
know their needs, and are proud of the fact that our customers de- 
pend upon our experience and integrity in supplying their wants.” 


A. C. DRURY & CO... INC. 


219 EAST NORTH WATER STREET e@ CHICAGO 11, ILLINOIS 
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silver Anniversary 


CQOUUUAUADLANLUNUEUAUUULUUAT ANALOGOUS 


CONCENTRATED 


LIQUID SOAP 
SHAMPOOS 


(Coconut & Castile) 


> + + + & 


POWDERED SOAPS 


Pure Coconut 
U.S.P. Castile 


es, = } © 


POTASH SOAPS 


Soft Potash 40% 
U.S.P. XII Green 


+ 2. 3 3 ® 


Kranich Soap Company, Inc. 
55 Richards Street Brooklyn 31, N. Y. 


RRL 


KRANICH SOAPS 


RATTAN ANTE TEN 
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Wren you ant your perlumes and perfumed products to have a poten 
| an aura of mystery and glamour _.. be sure to use Aldine 194° - 
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K\ODY KOSMETICS 






A lively baby market expanding by 
leaps and bounds is an open invitation 
to share in the baby boom. The Dreyer 
Perfume Stylist can help you select 

a group of delicate, wholesome scents 
suitable for infants or two-to-sixers, 
whether you are producing individual 
items or kiddy combinations of talcs, 


oils, soaps, ointments and creams. 


SEND FOR CATALOG “B” 
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g- coma ous atomanc cumcats $ 
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LOS ANGELES. . ALBERT ALBEK, Inc. MEXICO... . . EMILIO PAGUAGA 
119 WEST 19th STREET - NEW YORK 11,N. Y. PHILADELPHIA . . . . R. PELTZ CO PRINCIPAL CITIES IN SOUTH AMERICA 
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Editorial 


Comment 


Fortune 
Poll 


Of 30.000 executives in manufa 
turing. commerce, — transportation. 
utilities and finance who were sur- 
veved through a questionnaire by 
Elmo Roper & Associates for For- 
fune’s management poll in the Febru- 
ary issue. 55 per cent expect business 
to decline during 1947 as compared 
to 1946. but 59 per cent believe thal 
their own profits will be as large ot 
larger than they were last year. 

As Fortune sees the high-ranking 
American executive: “He seems to 
share a common feeling that the boom 
cannot last. but confidently expects 
that he personally will not suffer. Jusi 
now the executive's inherent optimism 
is bolstered by his belief that the 
troubles he faced in 1946 will be 
eased in 1947. He thinks that strikes 
will be fewer. bottlenecks in materials 
and equipment broken, labor will be 
more plentiful.” 

In replying to the question, “In re- 
lation to sales are your inventories for 
the season normal, above normal, or 
below normal,” 41 per cent of whole- 
salers and retailers replied above 25 
per cent normal. and 31 per cent be- 
low normal. Fortune’s comment is 
that “restocking is now complete or 
indeed somewhat overdone.” 

Over half the executives questioned 
“expect to see an extended major de- 
pression with large-scale unemploy- 
ment in the next 10 years,” but most 
of them do not expect it to come be- 
fore 1949 or later. 


Heard in 
Washington 


Molasses has been freed from con- 
trols, both blackstrap and beet, which 
is regarded as an indication of rising 
prices and a decline in the production 
of alcohol. It has been estimated that 
molasses may rise as high as 30 cents 
per gallon, the price before decontrol 
being 19 cents. It has been suggested 
that alcohol may rise from 82 cents 
to 90 cents per gallon. As an offset, 
Senator Butler has introduced S. J. 
Resolution 5, which would extend for 
seven months the period of time dur- 
ing which alcohol plants may produce 
sugar or syrups simultaneously with 


alcohol. 
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IS A RARITY 


Yes, Nature often errs ... but 
we strive for Perfection by producing 


the finest in Cosmetic Products. 


For PERFECTION in Beauty Preparations 
Under YOUR Trade Name... contact us. 


=m ©) 


COLOGNES 


FACE POWDERS f 
TOILET WATERS 


WATERPROOF MASCARAS Xe 
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SARRIA vs WELLS 


It is stimulating to read Freddie 
Wells comment on Sarria’s article on 
“Sodium Lauryl Sulfate as an Emul- 
sifier (AMERICAN PERFUMER, Septem- 
ber 1946) because each of the men 
brings out some interesting points. 
l'reddie’s got José behind the eight 
ball on the statement that “in this 
way technical cetyl alcohol became 
available commercially, its sulfona 
tion to produce sodium lauryl sui- 
fate followed that.” 
asafoetida to our proof reader for 


\ bouquet of 


letting this slip. Of course the word 
“lauryl” should have been used in 
place of “cetyl.” A jar of orange 
marmalade to Freddie for catching it. 

But I have to disagree with my 
friend Wells about the point of com- 
mercial availability of cetyl alcohol. 
until the catalytic hydrogenation 
process was in use. Cetyl alcohol did 
significant 


not assume any impor- 


tance—-nor for that matter any of the 
other higher aleohols—until manu 
facturers invaded the field with the 
large scale production methods of 
catalytic reductions of the esters. 
True. some cetyl alcohol was beine 
sold in commerce, made by the sa- 
ponification of spermacetti. But this 
amount of cetyl alcohol at that time, 
was not too great. Of course both the 
saponification 


(higher price) and 


reduction types (lower price ) are 
now available, and with the present 
shortage of spermacetti, the saponifi- 
cation grade has a tough ride, for 
there are by comparison a lot of 
palmitates that can be reduced to 


cetyl alcohol to produce a pretty good 


product at a comparatively low price. 

When friend Wells says that vast 
quantities of face creams and oint- 
iments have been made and used in 
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England. containing sodium = laury! 
sulfate. | am wondering if Freddie is 
confusing the phosphate with the sul- 
late. To my knowledge, the lanette 
United States 


contained sodium lauryl 


wax sold in the 
years ago, 
sulfate as the surface active ingredi- 
ent, while the English product is sup- 
posed to contain sodium lauryl phos- 
Personally, | think there is 
a great difference as to whether the 


phate. 


phosphate or sulfate are used. | don't 
think the phosphate is nearly as 
potentially irritating as the sulfate. 
as one can know from the corre- 
sponding acids themselves. 

If it could be clearly determined 
whether the Enelish Lanette wax 5 
contains the aleohol phosphate or sul- 
fate, it would help unravel the differ- 
ence of opinion. It is unfortunate that 
Sarria experienced the skin sensitivi- 
ties mentioned in his testss but as 
lreddie Wells so diplomatically put 
it. English experience showed that 
cetyl ‘stearyl ‘aleohol emulsions mate 
with sodium lauryl sul/ate (2?) 
caused no more. sensitization than 
soap creams. It is a good point, and 
worth much further evaluation. 

In this country. Lanette wax is not 
available any longer. One can make 
it if they like. the former maker eiv- 
ing the directions for doing so. 

The other important point is that 
the two grades of cetyl alcohol (in 
particular) commercially available 
are vastly different from each other. 
The best known saponification grade 
is made from (at least it was when 
spermacetti was available) saponifi- 
cation of spermacetti, recrystalliza- 
tion to a pretty pure chemical com- 
pound with a fairly constant melting 
point. The so-called reduction grade. 


formerly made by the catalytic high 


M. G. DeNavarre at work in his laboratory 


pressure reduction process, but now 
more probably made by the classical 
Bouveault-Blane process of sodium 


reduction, is sold as a commercial 


grade, of quite uniform constants, 


and is a distilled product: it is not 
recrystallized. There is a substantial 
difference in price as a result. So, it 
all depends on whether you want the 
highly refined product at a premium, 
or the commercial grade at a lower 
price. 

It is interesting to pass along the 
claim that there is supposed to be a 
source of cetyl aleohol other than 
spermacetti. made by saponification. 
Samples I've seen have a melting 
point a couple degrees lower than the 
usual material. but there is no telling 


how pure the stuff is. 


CREAM SHAMPOO 


In an attempt to answer a lot of 
enquiries on the formulation of 
cream shampoo, | am writing an 
article on the subject to be published 
in the next issue of THE AMERICAN 
PeRFUMER. It will summarize the 
knowledge on the subject to date 
and perforce will have to use trade 


hnames.- 


STRAWBERRY FLAVOR 


One manufacturer has just showed 
me a super deluxe strawberry flavor 
that can do almost anything but talk. 
It tastes and smells awfully good. The 


price is good too. 


INSECT REPELLENTS 


There are still probably seventy 


million 2 ounce bottles of Army in- 
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SHAVE CREAM DISPENSED 
IN MEASURED PORTIONS 


PREFERRED Container for Brush- 

less Shave Cream —the tougher 
Sheffalloy Sheffield Process Tube. Men like 
the clean precision with which they can 
measure out the exact quantity required. 
No mess, no danger of breakage . . the re- 
mainder is kept hospital-clean until the 
last laboratory-fresh portion is squeezed 
from the tube! And the air tight, leak proof 
Sheffalloy Tube is a/ways safe . . tucks into 
less space in travelling bag or cabinet. 


If packaging and merchandising Shave 
Cream is one of your problems by all 
means Call or write our nearest sales office. 
Let our trained staff give you the benefit of 
their specialized knowledge and experi- 
ence in packaging Shave Cream and many 
other fine products in these efficient, eco- 
nomical, better liked containers. 


5 H F FFI F -p R (] CESS If your tube filling facilities are inadequate, ship us 
your bulk product. We'll package tt for you in tubes, 


jars or tins, ready for distribution. This is only ONE of 


TT uw Be e s the EXTRA services available at NEW’ ENGLAND! 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


3132 S. CANAL ST., CHICAGO 16 © NEW LONDON, CONN. © W.K. SHEFFIELD, V. P., 500 FIFTH AVE., NEW YORK 18 
T. C. SHEFFIELD, 7024 MELROSE AVE., LOS ANGELES 38 © C. W. MILLER, 151 COLE ST. SAN FRANCISCO 17 
EXPORT DEPT: 500 FIFTH AVE., NEW YORK 18; CABLE DENTIFRICE’, NEW YORK 
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sect repellent available for those who 
want to buy it; the price has been 
fixed for different size buyers. 

For those not interested in the 
Army stuff. it will be good to know 
that the cimethyl phthallate patent 
Also that 2-ethyl hexane- 
diol 1.3. is available, but in this case 
a cream. lotion or some kind of fab- 
ricated product must be made from 


has run out. 


it. A third trade named product is 
available too. 

The product known as 448, a mix- 
ture of 


2-eyclohexyl hexanol and 


2-phenyleyclohexanol. may be used 
upon licensing by the Chemical Foun- 
dation, Ine. 

So. if vou are interested in repel- 
lents in your sun or leg lotion. here 
is plenty of stuff to start with. All of 
the chemicals mentioned are exceed- 
ingly effective and have been tested 
for safety on the skin. 


COLD WAVE LICENSING 


It is going to be old stuff to some 
of you when | repeat that one of the 
large manufacturers of cold waving 
using thioglycollates, claims to have 
the original patents. U.S. Pats. 2.201.- 
929; 2.261,094 and 2,351,718. Plans 
for licensing under these patents have 
not yet crystallized we are told, but 
as soon as they do, this column 
expects to be able te tell you all 
about it. 

Not having had a chance to study 
these patents, no comments can be 
made on this phase of the matter at 
this time. Maybe 
all of us. still 
quignole patent suit of recent years. 
and the failure of the licensing proj- 
ect. Could that be an omen? 


later. However. 


remember the Cro- 


COLLOIDAL SILICATE 

Many have been using the colloidal 
vel of magnesium aluminum silicate 
sold in commerce as a 5 per cent 
product. but not all of the people 
know that there is a dehydrated gerade 
that can be bought. It saves a lot 
of shipping and waste. The product 
stays cleaner. will not mold and _re- 
constitutes beautifully in about 12 to 
24 hours. It does not form clumps 
like bentonite. but disperses as nicely 


as sugar. 


READY MADE CREAM SHAMPOO 


A number of private label houses 


have a swell cream shampoo which 


vou can buy in bulk or pat up in 
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jars. One I know of in particular has 
a swell foam, and good heat stability. 


FOAMING OIL SHAMPOO 

The fat picture having improved a 
bit, another supplier offers a liquid 
foaming oil shampoo, practically neu- 
tral. works in hard or soft water it is 
said, stays clear in cold weather, re- 
quires nothing but perfume to bottle 
for sale. 


LECITHIN 


Last month it was said here. that | 
found but one source of pure phos- 
phatid, which might be used in soap 
shampoo for example. We now have 


another source. This product is an 





l) 


634. USE OF WETTING AGENTS 

Q: In the April 1946 issue you 
mentioned an order against manu- 
jacturers using wetting agents in 
cream shampoo, which is of interest 
to us though we are not making a 
cream shampoo. Will you kindiy 
give us more information on this? 
Also, will you give us the trade name 
of sodium alcohol 


cocoanut paste 


you mentioned. 


F. M.—MaAINeE 


A: The order 


longer effective. 


referred to is no 
It had reference to 
the use of surface active agents that 
were modified by additions of other 
fatty compounds for the production 
of shampoo which placed such manu- 
facturers on a quota basis under the 
order. The trade name of the sodium 
cocoanut alcohol paste is sent to you 


under separate cover, 


635. PERFUMING BATH SALTS 

(): We are interested in learning 
the latest and most efficient method of 
perfuming sodium  sesquicarbonate 
for bath salts and perfumed mixtures. 


A. C. —-WISCONSIN 


\: The most efficient method that 
we know of for perfuming bath salts 
is to dissolve the perfume and color 
in a volatile solvent, such as isopropy! 
alcohol and 


or special denatured 











aqueous dispersion that is miscible 
with the shampoo. 


Youd be surprised how lecithin 
affects simple formulations like those 
of cold cream or vanishing cream. 
There is going to have to be a whole 
lot of cream technology learned all 
over again, if anyone intends to add 
lecithin to their product. Try adding 
l or 2 per cent lecithin (to the oil 
phase) to your favorite cold or van- 
ishing cream, and you will see. 

BUT. there is a feeling to the skin. 
left after removing cold cream con- 
taining 2 per cent lecithin. that is 
different than anything | have felt in 
a dickens of a long time. Belie 
1 


It Is goo 


UESTIONS AND ANSWERS 


spray this mixture on to the salts as 
they are being mixed either in a 
pony mixer or in a powder mixer. 
The resulting color fixes itself to the 
crystals nicely and the perfume is 
quite evenly distributed. We hasten 
to call to your attention that if you 
have a special denatured alcohol per- 
mit, you shall have to have special 
approval for use of alcohol for this 
purpose. since your permit allowed 
you to use alcohol only for specified 
formulations. 


636. DEODORANT COLOGNE 
(): We have read in 
in the June 


Desiderata. 
1946 issue, about the 
formulation of a deodorant cologne 
We would like to know if there are 
any other substances that can he used 
lor the same purpose. 


\. B.— TwurRKEyY 


\: Any antiseptic should serve as 
well. providing it is compatible. One 
of the quaternary compounds. such 
as cetyl trimethyl ammonium bro- 
mide or cetyl pyridinium chloride in 
a concentration of about | per cent 


should be 


pound, normally used as an aniioxi 


satisfactory. One com 


dant, has also found application in 
deodorant colognes. It is most ae- 
tive in a slightly acid media and the 
name of the product and its supplier 


are sent to vou undet separate cover. 
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THE REFRESHING FLOWERY FRAGRANCE OF PEONY 
PARENTO WILL IMPART DISTINCTION AND LASTING 
APPEAL TO YOUR CREAMS AND LOTIONS AT 
EXCEPTIONALLY MODERATE COST. 


A SAMPLE WILL CONVINCE YOU! 


COMPAGNIE PARENTO 


INCORPORATED 
CROTON - ON - HUDSON, NEW YORK 


NEW YORK ¢ CHICAGO ¢ DETROIT ¢ LOS ANGELES e¢ SAN FRANCISCO 
SEATTLE ¢ PHILADELPHIA © TORONTO ¢ MONTREAL ¢ LONDON, ENGLAND 































Glycerine in 


[s most types of hand cosmetics, whether lotions, creams 

or ointments, glycerine serves as a valuable component. 
It contributes to their primary function of keeping the 
hands soft and white and of overcoming the effects of 
housework and cold weather. 


EMOLLIENT OR SOFTENER 


Glycerine is a basic raw material of cosmetic manufac- 
ture because it provides a combination of physical proper- 
ties required in the production and application of skin 
care products.':* Insofar as hand care cosmetics are con- 
cerned it may be said that its value stems from the fact 
that it may be employed as an emollient or softening agent, 
as a humectant, as a vehicle and “bodying” agent, as a 
plasticizer and spreading agent, as a lubricant, and, to 
some extent, as a penetrant. From the physiological angle, 
it is useful because it provides a soothing and softening, 
and, to some degree, a protective action. Mechanically 
glycerine has been described* as a superior plasticizer and 
spreading agent. Its incorporation into lotions facilitates 
their spreading and adhesive properties and gives smooth- 
ness. In hand creams, its hygroscopic action maintains 
the requisite moisture content and prevents too rapid dry- 
ing. It prevents the tendency of stearate creams to “roll” 
when rubbed on the skin.* 

The quantity of glycerine to be employed in hand prep- 
arations has been the subject of much discussion. It has 
been suggested® that the quantity should not exceed 50 per 
cent, with proportions in the range of from 30 to 35 per 
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Hand Cosmetics . 


Glycerine is described as an emollient, plasticizer and spreading 


agent... Numerous formulas illustrating its advantages are discussed 
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cent preferable. In hand creams the proportion is lower; 
usually from 5 to 15 per cent. 

One of the simplest of all cosmetics is the familiar glyce- 
rine and rose water. In discussing this preparation, Good- 
man® has remarked that, “Glycerine and rose water is an 
old favorite. The hygroscopic action of glycerine in high 
concentration withdraws water. Many women who do their 
own housework regularly or on the maid’s day off would 
not omit the ritual of a good rub with glycerine and rose 
water. There can be no doubt that under such circum- 
stances it must be good. It probably acts to withdraw the 
retained fluid from the tissue spaces and thus reduces water 
logging.” 

Terming it “the commonest hand lotion in use in any 
country,” de Navarre’ points out that earlier standards 
described this preparation as a combination of equal parts 
of glycerine and rose water. More recently. however. it has 
been found advantageous to provide a 40 per cent solution 
of glycerine. 

Over the years a number of variations of this simple 
basic combination have been proposed by many workers. 
Generally these variations call for the incorporation of a 
vegetable gum to increase viscosity. But many other 
examples are available. It has been suggested® that one 
part of powdered gum tragacanth be mixed with about five 
parts of alcohol and the solution poured into 95 parts of 
the active lotion mixture; this consisting of glycerine and 
rose water in any desired proportion, but usually equal 
parts of each. Another formula along similar lines, but 
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providing a somewhat thicker product, consists of :° 


Glycerine 
Oil of rose 


Gum tragacanth 
Water 


1% gal. 
1 fl. oz. 


IW, Ib. 
23'/2 gal. 


Soak the gum in the water over night then stir into solu- 


tion. Dissolve the rose water 


in the glycerine and add to 


the gum solution with stirring. 


TREATING CHAPPED HANDS 


\ more elaborate product, suggested by Lascoff!® espe- 
cially suitable for chapped hands, contains: 


Tragacanth 
Glycerine 

Borax 

Benzoic acid 

Oil of bitter almond 
Rose water, to make 


1.00 part 
60.00 parts 
1.00 part 
1.00 " 
0.09 =" 
120.00 parts 


This writer also suggests the addition of a small pro- 
portion of tincture of benzoin to a standard glycerine and 


rose water mixture. 


Departing from the familiar rose water component is 


the following so-called citric acid hand lotion as given in 


a semi-official reference text. 


Citric acid 


Compound tincture of lavender 


Alcohol 
Distilled water 
Glycerine, to make 


4.8 Gm. 
96.0 cc. 
240.0 cc. 
240.0 cc. 

1000.0 cc. 


Thicker and more elaborate mucilaginous lotions take 
full advantage of the several qualities provided by glycer- 
ine. Tragacanth is very often used as the viscosity-impart- 
with 
some variations in proportions, has been listed in several 
sources :12 18, 14 


ing agent. The following formula and procedure" 


Tragacanth (ribbons) 
Witch hazel atlas 
Glycerine 60.0 
Alcohol 65.0 
Tincture of benzoin 4.0 
Preservative and perfume as required 
Distilled water, to make 1000.0 cc. 


18.0 Gm. 
65.0 


Macerate the tragacanth in 750 cc. of water containing 
the preservative, then heat gently until a uniform mixture 
is obtained. Cool and add the witch hazel, water, and 
glycerine. Add the alcohol in which the benzoin tincture 
and perfume have been dissolved. Then add _ sufficient 
water to bring the volume and pass through a homogenizer 
to obtain the proper viscosity. 


MUCILAGE-MAKING MATERIALS 

Other mucilage-making materials like gum karaya, Irish 
moss. and quince seed may be used. Quince seed is gen- 
erally favored and the following “glycerine milk,” given 
by Chilson,'* is indicative of its use. 


Mucilage of quince seed (2 per cent) 
Powdered soap 

Borax 

Alcohol 

Glycerine 

Perfume 


per cent 
per cent 
per cent 
per cent 
per cent 
per cent 


In the manufacture of glycerine hand jellies, advantage 
is taken of newer raw materials as they are developed. 
This was the case when the alginate salts were adapted to 
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cosmetic use.!*: 1° Similarly, in his recent discussion on 


sodium pectate, Rae’* showed how this comparatively new 
raw material could be used to make a glycerine jelly. He 
devised the following satisfactory formula: 


1.00 
35.00 
50.00 

0.10 

0.15 
10.00 

5.00 

sufficient 


A. Sodium pectate 
Boiling water 
Glycerine 
Sodium benzoate 

B. Calcium citrate 
Water 

C. Alcohol 
Perfume 


Add B to A and, stirring continuously, add C, This sets 
to form a firm, semi-transparent jelly. 

Glycerine is an important constituent of emulsified hand 
lotions, which are now growing more popular. As stressed 
by Gorchoff,!® such products require experience and skill 
in their manufacture if a stable, acceptable item is to be 
obtained. Many formulas for making such hand lotions 
are available in the standard cosmetic texts and publica- 
tions. As a quite typical example, there may be cited the 
following formula. which may be modified as desired bs 
varying the proportions of the emollients:' 


Stearic acid 
Cetyl alcohol 
Sesame oil 
Potassium hydroxide 
Borax 
Glycerine 
Quince seed 
Karaya 
Alcohol 
Perfume 
Preservative 
Water 


per cent 
per cent 
per cent 
per cent 
per cent 
per cent 
per cent 
per cent 
per cent 
per cent 

.| per cent 
84.0 per cent 


Allow the quince seed and half the water (in which the 
preservative has been dissolved) to soak overnight. Strain 
and add the karaya dispersed in the alcohol. Melt the 
stearic acid, cetyl alcohol and sesame oil together, and 
dissolve the alkalies and glycerine in the remaining water. 
Heat to the same temperature, mix and emulsify the two 
solutions and add the gum solution. When cooled to room 
temperature, incorporate the perfume. 

Emulsion hand creams of the oil-in-water types are vers 
popular. Standard hand creams may be described as van- 
ishing creams with the addition of various types of emol- 
lients. Such creams must spread readily and must not 
As remarked by Kalish,"* 
a large amount of glycerine is generally incorporated in 
for 


notes that glycerine 


show any rolling tendencies. 


the formulas. partly to combat rolling, but primari! 


the definite beneficial effect. Harry~° 


is used to prevent drying out of the cream and enables 
the cosmetic to spread smoothly. 

Creams based on stearic acid are widely employed. The 
following'? offers a typical example of a rather well 
rounded product: 


Stearic acid cent 
Cetyl alcohol 

White odorless cocoa butter 
Triethanolamine 

Glycerine 

Alcohol 

Perfume 

Methyl parahydroxybenzoate 
Water 


18.00 per 
2.00 per cent 
3.00 per cent 
1.50 per cent 
13.00 per cent 
7.00 per cent 
0.50 per cent 
0.15 per cent 
54.85 per cent 


Melt together the stearic acid, cetyl alcohol and cocoa 
butter. Separately mix the glycerine, triethanolamine, and 
water and heat. Add the melted fats and mix rapidly until 
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cool. Finally add the perfume and preservative dissolved 
in the alcohol. 

Glyceryl monostearate, itself a glycerine derivative, is 
widely used as the emulsifying agent for making hand 
creams. When this material is used, the hand cream is 
made by melting together all of the ingredients and stir- 
ring until cold. A preservative is required. A type formula 
for such a hand cream follows :*! 


Glyceryl monostearate 12.0 per cent 


Lanolin 3.0 per cent 
Cetyl alcohol 2.0 per cent 
Glycerine 18.0 per cent 
Perfume 0.5 per cent 


Distilled water 64.5 per cent 


The consistency of a greaseless hand cream of this kind 
may be adjusted by varying the proportion of glycery! 
monostearate or by adding a small amount of wax. 

Wliere hands are chapped, or roughened by work. 
weather. or other conditions, a cream containing a higher 
proportion of emollient or fatty ingredients is preferred 
and water-in-oil emulsions are generally employed. Ab- 
sorption bases. wool wax alcohols and other related prod. 
ucts are employed in making such items. and glycerine 
is sometimes included in the formulas. Indicative is the 


following hand cream formula listed in Lower’s™? review: 
Wool wax alcohols 5 parts 
Hard paraffin _ 
Soft paraffin 10 
Liquid paraffin 60 
Glycerine 5 
Water 80 






Book Reviews 


FORMALDEHYDE, by J. Frederic Walker. 397 pages, 
illustrated and indexed, 6x 9 inches. Reinhold Publishing 
Co., 1945, price $5.50. 


It is good to see the American Chemical Society Mono- 
graph Series expanded, particularly in view of the fact 
that we have many experts on a given subject in these 
United States and Canada. Yet the fruition of a project 
like this requires not only the desire to develop it but 
also the effort of some scientist to do the menial task of 
recording in print whatever knowledge he may have on 
the subject at hand. It was logical therefore to choose 
Dr. Walker of the DuPont company, if he would do the 
work on formaldehyde. To see how well his task is done. 
one need only glance through this fine book. 

In twenty chapters, the author covers everything from 
the production of formaldehyde to the use of formaldehyde 
derivatives and polymers in divers branches of industry 
and agriculture. On page 46, the physiological hazards 
are discussed. Those who have used formaldehyde or its 
derivative hexamethylenetetramine, have found out while 
it acts on the proteins of the body. it is “an irritant . . 
causing hardening of the skin, diminished secretion, and 
in some cases a dermatitis” may develop. One of its 
peculiarities is that individuals previously not sensitized, 
may become sensitive from a single subsequent application. 

Three short paragraphs on page 324 describe the use 


of formaldehyde in cosmetics. while two longer paragraphs 


review its usefulness in deodorization. The review of 






Different is the glycerine hand lotion suggested by Good- 
man. This is made as follows: 


Boric acid 2 parts 

Glycerine 16 " 
Heat and mix with: 

Lanolin 16 parts 

Petrolatum, to make 100 


There can well be given also the following saponaceous 
hand lotion suggested by the same authority: 


Soap liniment 12 parts 
Glycerine Zw * 
Spirit of camphor 32 
Water, to make 100 


Mix the first three ingredients and add suflicient water 
to bring to the required volume. 


Lesser, M. A.: Proc. Scientif. Sect., I.G.A., Number 3, June, 1945, p. 7. 





l.effingwell, G., & Lesser, M. A “Glycerin, Its Industrial and Commer 
cial Applications,’’ New York Chem. Publ. Co., 1945, Chapt. XX. 
DeNavarre, M. & Am. Perfumer & Essent. Oil Rev, 45:27, Apr., 1943 
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® Goodman, G.: ‘‘Cosmetie Dermatolozy,’’ New York, McGraw-Hill, 1936, 
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syntans is a good one. In fact, the entire section devoted 
to uses of formaldehyde and derivatives is especially good. 


The book is well organized. Quite careful reading shows 
no errors. Literature and patent references are used well 
and are plentiful. Some additional patents might have 
been mentioned under the cosmetic section, but the cos- 
metic use is so small when compared to other uses, that 
it is reasonable to have overlooked a few uncommon uses 
for formaldehyde. 

This book will be a valuable addition to your cosmetic 
library. It is highly recommended. M. G. deN. 


THE SUBTLE SENSE, by Ralph Bienfang, Ph.D. 157 
pages, 514 x 814 inches, cloth covers. University of Okla- 
homa Press, 1946, price $2.00. 


The work of the author in the field of odor research for 
many years is crystallized in this interesting volume. In it 
the sense of smell is treated from every angle from its 
physiology to its practical aspects in business. An idea of 
the contents may be had from the following chapter head- 
ings: Sentient Man, The Physiology of Odor, The Sub- 
stance of Odor, Conditioned Odors, Odor in Environment, 
Odor and Food, Odor in Society, Odor as a Warning, The 
Business of Odors, Nostalgia Through Odors, Odor 
Therapy, Odor as Compensation, Odor and Literature and 
The Future of Odor. A bibliography completes the book. 
To the useful scientific data in it are added many anec- 
dotes and comments in the charming style of the author, 
all of which helps to make the work an informative, an 
interesting and an entertaining book. 
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THE NATURE OF LAC TONES 


COOEEEUEODEEER UTE EEEEUEEE EEE EUED DEED ETE CEO REOU TUE EEEED CUD 


Lactones are readily prepared .. . are 


chemically stable . . . They are soluble 


. . . Lactones have pleasant and power- 


ful odors 


R. W. MONCRIEFF 


COENEODUADEAAANANADOEEREEUEOUA LU EEEEEREUAUUOREEREOREAODEREELAAATOLEOECEEUAS EO CUEOEDEDAOUOODEEEAAAATAGCUEERRAADUAUDEOREREOUUOGUEOOEEOGOUOEEOESEAOUEEDonEE oT 


ILL & CAROTHERS' reported that the odor of the 

macrocyclic lactones varied with the number of atoms 
in the rings. For comparison the odors of corresponding 
ketones are also given below 


Total atoms in Odor of 
ring ketone 
14 Musk 
15 Pine musk 
16 Transition 
17 Civet 
18 Faint civet 
19 Faint 


ETHER LACTONES 


Until 1937 ether-lactones with more than seven atoms 
in the ring had not been described. Those containing six 
or seven ring members had been obtained by self-esterifi- 
cation of the corresponding hydroxy-acid. 

Thus Hollo'’® had made @-hydroxyethoxy acetic acid and 
its six-membered ether lactone by the following series of 
reactions. The monosodium derivative of ethylene glycol 
was reacted with sodium chloracetate. 


Odor of 
lactone 
Musk 
Musk ambergris 
Musk 
Civet 
Faint 


HO (CH2)2 ONa + Cl CH, COONa —> 
HO (CH2)2 OCH; COONa + Na Cl 


Then the free acid was made by treating with hydrochloric 
acid, and the free acid was lactonized 
HCl 
HO (CH); OCH, COONa > HO (CH,;) O CH; COOH 
CH, - CH, 
Lacton- 


© 
ization 


O + HO 
CO - CH: 


Similarly Palomaa & Tonkola’® made a 7-membered 
ether lactone from chloracetic acid and the monosodium 
derivative of trimethylene glycol. 


(This article is concluded in this issue of THE AMERICAN 
PERFUMER. ) 
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HO (CH;)s ONa + Cl CH, COOH —> 
HO (CH:); OCH, COOH + Na Cl 


CH, - CH; - CH, 


CO - CH; 
cyclic lactone 


They described this product as soluble on warming in 
acetone, benzene, dioxan and water, the solution being 
neutral, but they did not record the odor. 

But in addition to the cyclic lactones they obtained as a 
by-product a polymer of the hydroxy ether acid. This 
polymer is a linear condensation product with the re- 
curring structure 


—OCH, CH; CH, OCH, COO CH, CH; CH, OCH; CO 


Cyclic lactones of more than seven ring members cannot 
be prepared by this process since the higher hydroxy acids 
yield exclusively the linear polymer on heating. 

It will be seen that when a lactone with 6 atoms in the 
ring can be formed, then the ring lactone is the only prod- 
uct since that is a stable configuration. When the ring 
lactone would have 7 members in the ring, then the ring 
structure is less stable and only part of the product is 
cyclic, the rest being a linear polymer. When the ring lac- 
tone would have more than 7 members in the ring, the 
ring would be so unstable that none of the cyclic product 
is formed, but the linear polymer exclusively. 


ETHER-LACTONES FOR FIXING PERFUMES 


In U.S. Patent 2,163,109, Spanagel** describes a method 
whereby ether-lactones with larger rings may be prepared, 
and the lactones so prepared are claimed to be suitable for 
fixing perfumes. By analogy with the macrocyclic ketones 
and esters, such as the cyclic ketones which are the active 
principles of musk and civet and the cyclic esters whose 
rings have 15-18 members, it might be expected that macro- 
cyclic ether-lactones would have valuable odors. In the 
specification Spanagel describes how the required bodies 
may be prepared from relatively cheap ingredients. The 
principle of the method is first to heat the hydroxy ether 
acid which has a unit length of at least eight atoms until 
the linear polyester is formed. Owing to the number of 
chain atoms in the hydroxy ether acid being more than 7, 
the linear polymer is exclusively formed. This linear poly- 
ester is then heated at a temperature sufficiently high to 
cause depolymerization, but yet not high enough to cause 
decomposition or charring, under conditions that permit 
the removal of the volatile products which are formed. The 
depolymerization goes most satisfactorily in the presence 
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ot a suitable catalyst selected from the class consisting ot 
the chlorides, nitrates, carbonates and oxides of the fol- 
lowing divalent metals: manganese, magnesium, cadmium, 
iron, cobalt, tin and lead. Depolymerization is conducted 
under diminished pressure and at a temperature usually 
in the range 225-300 deg. C. The apparatus in which it is 
conducted is designed to facilitate the removal of the 
volatile products so fast as they are formed. In principle 
the depolymerization process is the same as that described 
by Hill & Carothers'* who had, however, used an alkali 
metal as a catalyst. The first step in the synthesis is the 
preparation of the intermediate hydroxy acid containing 
an ether linkage, and this is accomplished by reacting a 
mono alkali derivative of a glycol with a monohalogen 
substituted monocarboxylic acid, followed by acidification. 
Where, for example R = a divalent organic radical 
RK =a divalent hydrocarbon radical 
X == halogen 
and the sum of the chain length of R and R is greater 
than 4, the reactions may be expressed 
2 HOROH + 2 Na > 2 HORONa 
2 HORONa + XR’ COOH > 


Na X + HOROH + HOROR’ COONasa 
HOROR’ COONa + HCl —> NaCl + HOROR’ COOH 


+a Hy 


If, for example, chloracetic acid is used where the chain 


length of R is 1, then a glycol must be used in which R. has 
a chain length of at least 4, so that the combined chain 


lengths of R and R is greater than 4. Consequently if 
chloracetic acid is used, the lowest glycol that can be used 
is al : 4 glycol, e.g., 1 : 4 butylene glycol. The hydroxy 
acid that results from these two components has a chain 


length of 8. 


HOCH, CH, CH; CH; ONa + Cl CH; COOH > 
1.4 butylene glycol chloracetic acid 
monosodium derivative 
NaCl + HO CH; CH; CH, CH, OCH COOH 
i 4 5 67 8 
hydroxy ether acid 
The second step in the synthesis is to heat the hydroxy 
acid generally to about 200 deg. C, either with or without 
a catalyst until self-esterification has taken place. ‘This re- 
sults in the formation of a linear polyester 


x HOROR’ COOH > HOROR’ CO (OROR’ CO), » 
OROR’ COOH + (x—1) H; O 


The polyesters are usually waxy or resinous solids. To take 
a specific case, consider the self-esterification of the hy- 
droxyether acid derived from 1,4 butylene glycol and 
chloracetic acid and let us suppose that six molecules of 
the hydroxy acid join up to give one long molecule of 
polyester; then we have: 


6 OH (CH:), OCH.COOH 
| occrt.ocr “ | 


> HO(CH,),OCH.CO 


«0 (CH2),OCH,2COOH + 5H,0O 

The third step in the synthesis is the depolymerization 
and for this the polyester may be used without purification. 
The polyester is heated under reduced pressure generally 
below 20 mm. and preferably below 1 mm., generally at a 
temperature of 225-300 deg. C. Depolymerization is slow 
in the absence of a catalyst and it is better to mix a 
catalyst, of the type previously discussed, with the poly- 
ester before commencing depolymerization. The apparatus 
in which the depolymerization is conducted is designed so 
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that tne volatile cyclic ether lactone, as soon as it is formed, 
is enabled to escape from the reaction vessel, and is then 
condensed and collected. The chief product. and the one 
that is required, is the monomeric cyclic ether-lactone, but 
there is also formed a small proportion of the dimer. The 
relative amounts depend on the experimental conditions 
and an efficient catalyst favors a high yield of the monomer, 
so that in addition to its function as an accelerator the 
catalyst serves a second purpose in that it increases the 
yield. 

Some of the examples which are given in the specifica- 
tion may be of practical use to the perfumer and are given 
below in some detail. 

Example 1: 23 parts of sodium are dissolved in 248 
parts of ethylene glycol, the solution heated to 110-115 
deg. C with stirring and 133 parts of o-bromoundecanoic 
acid added in one-quarter portions during a period of 
one hour. Stirring and heating is continued for four hours 
and then as much as possible of the unchanged (excess) 
ethylene glycol is removed by reducing the pressure. The 
residue is dissolved in water, acidified with hydrochloric 
acid and extracted with ether. The ether is evaporated 
and leaves a brown solid residue consisting of the ether- 


acid 
HO (CH2)2: O (CH2);o COOH 


\fter recrystallization from petrol ether it is white, melting 
18-50 deg. C and has a neutralization equivalent of 244 
(Theory 246). The crude acid is polymerized by heating 
at 200 deg. for two hours, the liberated water being allowed 
to distil off, and this yields 95 parts of the linear poly- 
ester. The depolymerization is carried out by heating 75 
parts of the crude linear polyester with 3.5 parts of mag- 
nesium chloride (Mg Cle. 6 HO) in a vapor-heated still 
to 270 deg. C under less than 1 mm. residual pressure for 
four hours. The distillate consists mainly of approximately 
14 parts of cyclic monomeric lactone 


CH2).2—O 


(CH) 10 


which boils at 108-111 deg. C at 1 mm. and melts at 7-8 
deg. C and which has a pleasant musk-like odor. 

The distillate also contains a small quantity (3 parts) 
of the dimer 


(CHa)t0 O—(CH;),—O 


O CHe)> O (CHa)10 


which melts at 106-107 deg. 

Example 2: Using trimethylene glycol instead of ethy- 
lene glycol, and reacting it in an exactly similar way with 
«-bromoundecanoic acid, a 16 membered monomeric ether 
lactone is produced 


CH:)s—O 


(CHa)10 


and this also has a pleasant musk-like odor and melts at 
12 deg. C. 
Example 3: Using tetramethylene glycol (1,4 butylene 


glycol) and @-bromoundecanoic acid. a 17 membered 
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ether-lactone boiling at 129-131 deg. C at | mm., and with 
a musk-like odor is produced. 


CH.),—O 


ETHER LACTONES RESEMBLE NATURAL MUSK IN ODOR 


The ether lactones are cheaper than ordinary lactones 
because the intermediate hydroxy acid can be synthesized 
from compounds that are more readily available than long 
chain hydroxymonocarboxylic acids. The ether lactones 


with 15-18 members in the lactone ring closely resemble 
natural musk in odor. and owing to their valuable prop- 
erties they may become very important to the perfumer. 
It is stated that the addition of as little as 0.01 per cent of 
one of these ether lactones is sufficient to improve the 
odor of perfume compositions. For example the addition 
of 1 part of a cyclic ether lactone such as the monomeric 
lactones of w-( ¢-hydroxyethoxy ) undecanoic acid, @-(*7- 
hydroxypropoxy) undecanoic acid, and -(2-hydroxybu- 
toxy) undecanoic acid to 10,000 parts of the following per- 
fumes, resulted in products having improved odors over 
similar compositions containing no cyclic ether lactone 


(1) An amber perfume comprising labdanum, bergamot. 
and rose. 

(2) A jasmine perfume comprising benzyl acetate, 
linalool, linalyl acetate, and hydroxy-citronellal. 

(3) A rose perfume comprising geraniol. citronellal, 
and pheny! ethyl alcohol. 


In addition to improving the perfume, the ether lactone 
acts as a powerful fixative. In odor effect it closely re- 
sembles the action of natural musk or of the lactone from 
angelica oil. 

It will have been noted that the principle of this method 
is to allow the hydroxy-ether acid to form a linear poly- 
ester and then to dipolymerize this. If, however, the self- 
esterification of the hydroxy ether acid is carried out in 
very high dilution, e.g., 1/100 or 1/5000 molar, then the 
chances of molecules meeting are so reduced that the main 
product is the monomeric cyclic lactone and not the linear 
polyester. The method of high dilution is not usually con- 
venient on a large scale. It is, however, interesting in 
principle and was worked out by Carothers. 

Another process for making similar macrocyclic ether- 
in U. S. Patent 
2202448. The lactones which may be made have at least 


lactones is described by Firmenich'® 
eleven carbon atoms and at least two heterocyclically bound 
oxygen atoms in the lactone ring and have the general 
formula 


Cy Hay-m—O 


where nis any whole number between zero and x 
m is any whole number between zero and y 
x and y are two whole numbers whose sum lies between 
10 and 15 (both inclusive). 
The lactones are obtained by heating under special con- 
dition hydroxycarboxylic acids of general formula HO R 
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COOH where R denotes an aliphatic radical of general 
formula 


Cy Ho. —m CO. Hox—n- 


Such bodies as the monoethers of trimethylene glycol and 
11-hydroxyundecanoic acid 


HO (CH:); O (CH2),» COOH (x=10 y=3 n=m =O 


fulfil these conditions and the resulting lactone 


CO (CH2):0 


is the same as one of those described in Spanagel’s patent 
(U.S. 2163109). The method of preparation is, however, 
different for in this (Firmenich’s) process the ether, e.g., 


HO (CH); O (CHe2):0 COOH 


is added slowly to the reflux of a benzene solution of ben- 
zene sulphonic acid, distilling off the water-benzene mix- 
ture which forms, washing the solution with water and an 
alkali, distilling off the benzene in a vacuum, extracting 
the lactone from the residues by a solvent such as pentane 
and rectifving the lactone by vacuum distillation. It is 
stated that the heating must be carried out with ether-acid 
in sufficient dilution to correspond with the desired yield 
of lactone. and that results are particularly good if a 
solvent is used which forms azeotropic mixtures with water, 
such as benzene and using a water-splitting catalyst. It is 
further stated that the ether oxygen links in the chain seem 
to improve the lactonization so that it is easier to make 
ether-lactones than straight forward lactones. The ether 
lactones so made are intended for use in the perfume in- 
dustry. The following examples illustrate the process: 

Example 1: 10 grams of the monoether of diethylene 
glycol and 11-hydroxyundecanoic acid-1 


HO (CH2)2 O (CH2)2 O (CH2)1e COOH 


are prepared by heating the mono sodium diethylene gly- 
colate with the methyl ester of @-bromoundecanoic acid 


HO (CHe)2O0 (CHs), ONa + Br (CH2);o COOCHs > 
HO (CHa)2 O (CH2),O0 (CHa) 0 COOCH, + Na Br 


The product is saponified to the free acid 
HO (CH2), O (CHe) O (CHe);o COOH 


and this is added over a period of twenty-four hours to 
the reflux of a benzene solution of 10 grams benzene sul- 
phonic acid. Lactonization follows and water is split off 


HO (CH,), O (CH): O (CH:):» COOH  O(CH:)10o—CO 


CH:): 
O(CH,); —O 


After nineteen hours already 0.45 ces. water has separated 
and after thirty-seven hours the experiment is stopped and 
the water that has separated is 0.7 ccs. The benzene solu- 
tion (which contains the lactone) is washed with water and 
a solution of soda and then the benzene is distilled off in 
vacuo. The residue is digested with pentane and filtered 
in an ice-cold condition. The soluble product is 8.5 grams 
and is distilled in a high vacuum, the lactone resulting in 
380 per cent yield. It boils at 134 deg. C at 0.2 mm. and 
has a distinct odor of musk. 

Example 2: This is exactly similar except that trimethy- 
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lene gycol is used instead of diethylene 


glycol used in 
Example 1. The lactone is 


(CH: 3 O 
O 
*(CH:):5—CO 


It boils at 88-91 deg. C at 0.01 mm. and smells intensively 
of musk. It will be remembered that this same compound 
is described by Spanagel as having “a pleasant musk-like 
odor.” 

Example 3: In this case 1, 3 butylene glycol is used in- 
stead of trimethylene glycol. The intermediate ether acid is 


CH; - CHOH - (CH:); O (CH3):9 » COOH 


and the resulting lactone is 


CH (CHs) 


- CH, - CH; 


O 


(CHsa)10 ——CO 
and it boils at 81-84 deg C at 0.01 mm. and smells inten- 
sively of musk. 

A similar principle of avoiding the necessity for depoly- 
merization by ensuring that the lactone is the most volatile 
constituent of the reaction mixture, so that it boils off and 
is condensed as fast as it is formed, was used by Givaudan 
et Cie, in British Patent 490,044.°° The process is one for 
making cyclic lactones by heating in the liquid phase an 
ester of a hydroxy acid with an alkaline catalyst such as an 
alkali alcoholate, the ester being so chosen that the lactone 
is the most volatile constituent of the reaction mixture, or 
is carried over by the vapor of the alcohol formed in the 
reaction. An inert liquid may be added to facilitate the 
separation of the lactone. The process may be used for 
the preparation of either lactones or ether-lactones. The 
following example illustrates the method: The glycerol 
ester (note the choice of glycerol as a high boiling alcohol) 
of 14-hydroxy, 13-methyl tetradecanoic acid is prepared by 
condensing 1-chlor 2,3 propanediol (monochlorhydrin) in 
glycerol with the sodium salt of the acid 

CH, OH - CHOH - CH, Cl + 
Na O CO: (CH) - CH (CH;) CH; OH —> 
CH; OH - CHOH - CH; - O - CO: (CHa)x: - 
CH (CHs;) - CH, OH + Na Cl 
The glycerol ester is mixed with glycerol and a small 
amount of sodium methoxide and the mixture distilled 
under a pressure of 3 mm. During the distillation an- 
hydrous glycerol is added to maintain the temperature in 
the liquid state between 210 and 220 deg. C. After five 
hours the distillate is diluted with water and extracted with 
ether. The ethereal solution is washed with dilute sodium 
carbonate and the residues obtained by removal of the ether 
are rectified to give the lactone 


CH, -CH (CHs) ’ CHa)i0 - CH, 


O CO 
which is a colorless oil with a strong musk odor, boiling at 
137 deg. C at 3 mm. This product is, it will be seen, a 
lactone and not an ether-lactone. 
If, however, the glycerol ester of 15-hydroxy, 3-methyl. 
13-oxapentadecanoic acid is used 


CH,0OH - CHOH - CH;- O-CO CH, + CH 
CH2)y - O - CH; - CH, OH 


CHs) - 
then the resulting lactone is 
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CH; - CH (CH,) - (CH:2)s - CH: 


CO——O——-CH: CH:——-V 


and it boils at 146 deg. C at 3 mm. and has a musk odor. 
Similarly the glycerol ester of 15-hydroxy, 12-oxahexa- 
decanoic acid 


CH; OH - CHOH - CH, - O CO - (CHz2)ie = 
O - (CH:): - CH (CH;) OH 


gives a lactone CH; + (CH;)» - O 


CO—O—CH - (CH:)2 
| 
CH; 
and this also has a strong musk odor. 


CONCLUSIONS 


The odors of the lactones in general are attractive and 
pleasant. Particular interest is attached to the macrocyclic 
lactones, particularly those containing about 15 ring mem- 
bers owing to the valuable musk odors that they possess. 
These are stated to be finer than those of the correspond- 
ing ketones. Compounds containing two heterocyclic 
oxygen linkages (compared with one oxygen link in the 
lactones) are known as ether-lactones and they share with 
the lactones the possession of fine musk odors. In addi- 
tion these macrocyclic lactones and ether-lactones possess 
valuable properties as fixatives and as little as 1 part in 
10,000 may be used to enhance the value of a variety of 
perfumes. The ether lactones are in general capable of 
being prepared from intermediates that are more readily 
available than those required for the preparation of lac- 
tones of correspondingly large rings. In the preparation 
of macrocyclic lactones there is usually the danger of 
forming linear polymers instead of monomeric cyclic bodies 
and various devices have been described to guide the re- 
action to form the cyclic monomer. Chief of these devices 
are: (1) depolymerization of the linear polymer by heating 
with a catalyst (2) the use of high dilution (3) the removal 
of the monomeric cyclic lactone from the reaction mixture 
as soon as it is formed by arranging conditions so that it 
is the most volatile constituent of the reaction mixture. 
Where the lactone ring contains less than eight members 
this difficulty of linear polymerization is unlikely to arise. 

To the student of the relation between odor and chemical 
constitution it is of considerable interest to note that some 
lactones with a normal butyrolactone ring system but with 
a long side chain. say a dodecyl chain, also possess the 
musk odors characteristic of those lactones which have 
macrocyclic systems. Whether they are equally valuable to 
the perfumer is not indicated in the literature and this 
question might well be worth investigation. Provided that 
the structures assigned to such bodies, e.g., those made by 
Rothstein, are correct, the possibility is opened up that 
substitutes for other macrocyclic compounds may be found 
in easier to prepare bodies with a small ring and a long 
side chain. 

One last point is that one or two of its homologues may 
have finer peach odors than the familiar Peach Lactone. 

‘J. W. Hill & W. 
‘tS Holo, Ber, 61, 895 (1928) 


'® Palomaa & Tonkola, Ber. 66, 1629 (1933). 
W. Spanagel (to du Pont de Nemours & Co.). U 


Carothers, Jour. Am. Chem. Soc., 35, 5039-43 


. S. Patent 2,163,109 


Hill & & W. H. Carothers, Jour. Am. Chem. Soc., 54, 5031 
Also U. S. Patent 2,020,298 

Firmenich ‘(to Firmenich et Cie), U. §S 

Givaudan et Cie, Brit 


Patent 2,202,448 (1940). 
Patent 490.044 (1958) 
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The sales on treatment lines are reported high 
. . . Skin care education is essential for the pro- 


JEAN MOWAT motion of cosmetics sales 


COSMETIC 


TRENDS 


IN THE 


MID-WEST 


F there is any created thing which is more unstable than 

human nature, the scientists haven’t discovered it, and 
for evidence consider the whale of a volume of unit sales 
made during the Christmas holidays and the following re- 
ports current throughout the entire Middle West. 

“January-February are dull months,” say one group: 
another “stocks are broken and so we've only pushed 
the promotions”; again “we’re too busy with inven- 
tory to bother about sales,” etc. One could go on for 
ages offering individual excuses but this sums up the situa- 
tion which is generally reported dull. As long as one makes 
his mind up about a thing, so does his subconscious wire 
recorder reproduce it. One sees it in a dozen cities that 
report January was dull—and so far not one buyer has 
even bothered (so they said) to think about Easter, and 
it’s April 6. Allow one month to six weeks for delivery 
and buyers are again going to be biting their nails over 
s-l-o-w deliveries! 

Disrupting this entire nice premise the buyers have 
formed, the sale on treatment lines, offered in promotion, 
has never been so great. Quality brands moved well. Sale.- 
people made excellent books. 

A few stores are beginning to realize that no longer 
does a salesperson push goods across the counter and take 
the customer’s money. The latter is doing a great deal of 
shopping. An example of this laxity in selling was very 
apparent the other day when a saleswoman called a g 
customer and said: “I thought you'd like to know our 
prices are going up the 20th of January. Is there anything 


good 
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you need?” Now this woman was a house-to-house can- 
vasser. She had a list of every item the customer had pur- 
chased during the past year. She might have known that 
many of the products were very low, but she made no effort 
to sell anything. The customer called on the phone and 
having the news broken so abruptly was not prepared to 
even think what she might need. 

In relating this incident the customer said: “I needed a 
new lipstick when I had time to think . . . more tissue 
creams, a new jar of mask, more cologne . . . but none of 
this was so imperative a need that I had to have it at that 
moment. I think she should have mentioned some items, 
and called me back a day or two later when I had time to 
go over my stock—not just as she held the phone.” 

Equally as interesting is another type of woman who 
really lets the customer sell herself. In a leading store of the 
Middle West she knows about her customer and certain 
things she likes and always phones to say—‘we’ve some 
of that special tissue you like coming in, shall I put you 
down for three boxes— it’s the limit? That almond cream 
is also due in any day and I think you ought to have 
another jar. The next time you're in the store stop and try 
a whiff of a new fragrance we've just had come in,” said 
the sales clerk anticipating another sale. 

Few stores realize that you can’t force any merchandise 
on a customer without heavy returns. During the recent 
holiday period returns were heavy—especially changes in 
fragrances or credit for same. Marshall Field & Co., Chi- 
cago, has a large card in every one of its cosmetic divisions 
and counters asking the customer to carry her small pack- 
ages. This is because one now asks to have a dram of per- 
fume delivered. True, it may be a $6 dram, but it could 
be carried in the pocketbook with less danger of breakage. 


LOOKING OVER THE MIDDLE WEST 


If, in eight cities that brag of the excellent cosmetic and 
perfume business done, the general report is—dull, there 
must be a reason. Yet these same eight cities report pro- 
motions more successful than in any year. True, it is some 
time since the merchandise offered was as extensive or as 
varied. Many stores report they bought for these sales and 
are satisfied with the results. 

The average woman in these cities may be made to feel 
that she needs the items promoted, but she also feels that 
there is a tremendous lack of educational knowledge on how 
to care for her skin. This “stuff” over the air of how to get 
your man with the use of a deodorant or any soap or cream 
is all right. But how about keeping him? If he married that 
school-girl complexion then why---with all the “unguents” 
on the market—isn’t it kept at least moist in appearance. 
Skins throughout the great Middle West cities—to sav 
nothing of the smaller centers over which a plane flys—are 


dry. 


NATURAL SKIN CARE ESSENTIAL 


Every woman who has had education in skin care wants 
to look young—even at 85—and she wants the best in 
masks, tissue fods and cleansing creams. In this speed 
age, the average woman gives too little heed to her com- 
plexion. She may dab on a cream, rub it off, color the 
skin with a splash of rouge and cover the whole with pow- 
der which is not a match for her skin. 

National skin education is a must and it can’t be by 
radio, even if this is a stimulus. Clinics to match those in 
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dressmaking which attract 1,500 to day time classes and 
2.000 others to night classes would—in a city like Chicago 
—soon get the word about how to care for the skin. The 
Fair held such a clinic last Fall and Miss Nagler said it was 
appalling how little knowledge the average woman had 
about giving elementary care to her skin. 

Wasson’s of Indianapolis has been tooting the value of 
the underbase on the skin, before powder is applied. Of- 
fered in four shades, it gives the moist creamy look which 
every baby has and every woman wants. Baker of Min- 
neapolis, in an institutional ad, hinted at good complexion 
care and suggested the use of one cream twice weekly, 
and another for daily application. 

Chain drug stores, which are growing factors in the 
distribution of better cosmetics, report that while cream- 
powder sales continue, there has been a trend toward the 
liquid and many women are selecting it as a powder base. 
This is something which might be watched as all major 
cosmetic lines have this base and yet it has not moved 
too well. 


SOAPS ARE IMPORTANT SELLERS 


Although toilet soaps have not been in such short supply 
as the harsher types yet sales have been below normal, 
even taking promotions into consideration. 

Crowley’s of Detroit, and The Fair in Chicago have both 
been offering soap in recent presentations—at regular 
prices. Because of display and arrangement as to color, 
scent and packaging the merchandise has moved. For 
the average manufacturer there are four steps to consider 
for future selling—soap—complexion brush—cleansing 
cream—powder base—and as a fifth point there is the 
essential rouge. 

The doctors complain that women do not get their faces 
as clean as men do. And this not just a man’s version. 
Women doctors are really irate over this situation and do 
not pull punches as do their masculine colleagues who 
hesitate to hurt a woman’s vanity. 

Although dentists have not yet come to the soap and 
water treatment, the first thing a patient is offered, even 
as the nurse fixes the towel about her neck, is a tissue and 
the order to please remove ALL lipstick. Unless this is 
done every instrument must be wiped before sterilization. 
There is not enough help for this so the women are doing 
their own wiping—first. To some it has seemed a bit of 
an insult. But as the rouge does come off, the dentists have 
agreed that this is the only safe way to have a job well done. 


SELLING FRAGRANCES 


When Carson Pirie Scott & Co., Chicago, installed its 
dram shop on the main floor, in a section formally used 
for daily specials that were too short in supply to advertise, 
there was a shrugging of shoulders. Comment was that 
this was a bargain spot. It continues to be a bargain spot, 
for the finest fragrances the store carries are offered here 
in drams. 

The first Middle Western store to make a feature of its 
dram shop, patterned after the Carson manner, is Young- 
Quinlan of Minneapolis, which offers a choice of 20 
branded perfumes in dram quantities at prices ranging 
from $6 to a low of .85¢. This shop grows in popularity 
and in presenting it to the Twin Cities, for it was no 
bargain ad, the suggestion was made that here was an 
opportunity to experiment with new fragrances “for so 


& Essential Oil Review 


very little,” and yet purchase one’s favorite in dram-size 


and plain bottle for the purse. 

This same store has been giving unusual presentation 
to the finer lines on the market and offers a bath-oil 
from $4 to $14, the new scents in colognes at $6 for a 
51%-ounce bottle, and, to complete the idea as a gift, one 
may have matching sachet. 


WHAT OF PRICES? 

Retailers who have been in the market during the 
January-February openings have shown definite resistance 
to higher prices. They know about what their trade will 
pay. They refuse high priced merchandise which lacks 
what they call quality. Even goods on allotment, and 
desperately needed, are refused because of too out-of-line 
prices. With manufacturers facing this situation for the 
first time since the 1940's something must be done. 

One firm that had been paying for 41% hours of over- 
time each week, cut it out and reduced the work week to 
40 hours. Then production began to speed up, and the 
resulting savings in payroll made a vast difference in 
the cost of the finished goods. Prices at this plant and others 
are pretty well set for the first quarter of the year. Local 
jobbers, in any division, do not see much chance for a 
change until the plants are pinched in the beginning of 
the second and third quarters, when retailers fail to place 
orders. 

Not until the time you read this letter will cosmetic 
and perfume buyers be in the market for Easter mer- 
chandise. They want a fine package—but they are also 
keeping an eye on what the retail customer is willing 
to pay. Any package, and its contents, must have value 
for every dollar that is spent. No longer does the retailer 
have much to say about it. 


GETTING NEW BUSINESS AND KEEPING THE OLD 

Every one is out to obtain new business these days. 
But has the average retailer in the larger city made any 
point of suggesting the oils and sun-tan lotions for those 
who go to the South? Many women who do not plan 
such a trip still love to pretend, and purchase the stock 
now. 

Field’s used a complete window to show a figure on 
the beach surrounded with several leading brands of such 
sun-skin protectors. With the sun already making days 
markedly longer there is no time to lose in putting the 
leg lotions on the counters and the suntan oils on the 
tables where they attract attention. 

Field’s does not make a great display of this mer- 
chandise but it is cunningly featured and so produces 
sales. If, perchance, you think there is not much travel 
to the Southern climes, try and get a train, plane or 
even ship reservation and you'll find that the first date 
is sometime in March or April. 

With the hot sun shining in other places, now is the 
time to make your early gathering of hay. The coming 
holidays, such as St. Valentine’s, the birthdays in Febru- 
ary, and that great Irish holiday of St. Patrick in March 
are all times when new business can be cultivated and 
old business given a new push . . . with ideas. As the 
personal service of mixing one’s own special powder 
blend. It is a compliment to any woman, a delight to the 
one who uses it, and highly pleasing to those who must 
see her face. 
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PRINCE MATCHABELLI!: There is now toilet water 
and dusting powder fragrant with Stradivari, presented 
in colorful packages by Prince Matchabelli. The rose 
colored boxes are covered with violin-playing cupids, 
crown on head. The slender bottle of toilet water is 


topped with the Matchabelli crown 


{ELENA RUBINSTEIN ‘ackerjack”’ is the new 


Helena Rubinstein shade of make-up and nail polish 
Lipstick, face powder and nail polish are smartly fitted 


ickage, gay with circus motifs and bright 


KEMPTON PAINE: A new line of bath accessories, 
“Anacachio Mist,” is presented by Kempton Paine 
They will be displayed in a black background carton, 
prayed with gold, and imprinted in chartreuse and 
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Short Adages 


R. O'MATTICK 


A MANUFACTURER of Shaving- 
+% Creams has entered the Razor- 
Blade business with this poetical ap- 
proach in his advertising media: 

You've used our cream 

Now try our blades 

Pair up the best 


In shaving aids. 
* o * 


“Would Madam care to become a Femme Fatal?” 


It rhymes well enough but so does 
the reverse! Wanting. as we do, to 
stimulate the sale of Perfume Oil Compounds more than 
the sale of steel, we would like to see the manufacturers of 
Razor-Blades enter the Shaving-Cream field. so we offer 
to them this equally poetical quatrain: 
You've tried our blades 
Now use our cream 
You'll find your shave 
Right on the beam. 


* - * 


There are still some cynics abroad, in this skeptical of 
all worlds, who doubt the existence of Sand L. Wood and 
Pat Chouli because their names by a mere coincidence 
happen to sound and look like the names of two well-known 
essential oils. Those who have met Mr. Sand L. Wood and 
Pat Chouli (and who has not?) know full well that they 
do exist, live, eat, sell, buy, attend the Foragers gatherings, 
the BIMS, the E.0.A. Dinners and Luncheons. the Drug 
Trade Banquets and Luncheons. the T.G.A. Conventions 
and Luncheons, etc. They not only live and buy and sell, 
but also drink. This is needless to mention, but we enter 
it here for the record so that in a later age anyone con- 
sulting this column to learn what went on amongst the 
Trade in 1947 would not get the wrong impression. 


* * * 


June Ippére is also a well-known figure among the ladies 
in the Perfume and Cosmetic Business—not mythological 
but really or nonetheless glamorous. Rosemary, no one 
questions because it is not too uncommon a name. There 
are in fact several Rosemarys, one Blossom, a few Hya- 
cinthes, three Violets, Four Roses—there we go talking 
about liquor again instead of the subject we were on! 


* * * 


The Rosemary we met recently at the thirty-sixth Annual 
Convention of the National Retail Dry Goods Association 
is a charming lady from Richmond, Va., Miss Rosemary 
McMillen. She is a retail educator and spoke very con- 
vincingly at the Convention, making a plea for promoting 
retailing as an attractive career. A swell idea, Rosemary, 
that should do much for the welfare of the Perfume and 
Cosmetic Business, in which we are all so much interested. 


* * * 


After all, it is the retailing that sets things off, so to 
speak. No retailing, no wholesaling, and then né manu- 
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facturing and that means no selling of Essential Oils and 
Perfume Oils and Flavors. Colors, Caps, Jars, and so on 
down the line. So three cheers for the N.R.D.G.A. and for 
everyone connected with it! 


* + * 


We have to thank The New Yorker again, and it is a 
pleasure to do so. for another worth-while article of special 
interest to our readers. The same writer (we would gladly 
mention his name but the article is unsigned—no, we 
didn’t write it and this is not a blurb) who recently dis- 
cussed the Photography of Smells in the pages of The Neu 
Yorker now tells many interesting things about the Mys- 
teries of Taste. More than twenty years ago Dr. Arthur 
Fox discovered that a certain dye intermediate with which 
he was working, had a most peculiar property in connec- 
tion with the sense of taste. To some people, this remark- 
able chemical is tasteless while many others find its taste 
to be distinctly bitter. Dr. Fox conceived the idea of having 
individuals tell him whether in their opinion this chemical 
had a taste or not. In this way he can classify all subjects 
into two groups: the Tasters and the Non-Tasters. He, 
himself, is a Non-Taster! 


* * * 


And how can the fellows who have been boasting that 
they can tell if an Orange Flavor has 0.0002 per cent Oil 
of Lemon in it and whether the Oil of Lemon (content 
0.0002 per cent) comes from California or Italy keep 
on boasting when they will be confronted with this magi- 
cal chemical? Yes, sir! It will be a bit trying for the one 
who talks instead of the one who always has to listen and 
keep his doubts to himself for lack of evidence. 


% 


Thanks to this remarkable chemical, it has actually been 
found that the sense of Taste is inherited and this explains 
why some very good flavor men had grandparents who 
could tell the difference between good rum and poor gin. 
It has also been found that American Indians (we mean 
the Redmen of America not the Cleveland Baseball players) 
and when we mean the Redmen we don’t mean fellows who 
join lodges but the real American Indians—those Colum- 
bus saw when he came here—well, anyway, it has been 
found that the American Indians are by far the best Tasters 
and the Chinese are a close second. 
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apid Aging of Whiskey 


The aging of whiskey involves both the elimination 


of greenness and the development of good flavor 


MORRIS B. JACOBS, Ph.D.* 


(this spelling has been Because of the long period of time necessary for 


preeeey distilled whiskey 
adopted to conform with legal definitions) has an 
unpleasant taste and flavor and a disagreeable odor and 


has been known for several centuries that 
these undesirable characteristics are decreased and con- 
trasting desirable characteristics are increased by storage 
in oak containers, principally charred oak containers. 

The analyses of Crampton and Tolman,! Valaer and 
Frazier,* Liebmann and Rosenblatt,’ and others of lesser 
importance indicate that there are deep seated changes 
which whiskey undergoes while in storage but despite 
these comprehensive surveys the complete chemical nature 
of these changes has not been adequately elucidated. 

“Natural” maturation of whiskey is a long time process, 
the most rapid changes occurring as noted by Valaer and 
Frazier within the first six months. Continued aging, how- 
ever, does not of necessity result in continued improve- 
ment of the flavor of whiskey. It has been shown, for 
instance, that in the first four to six years of storage 
there is marked improvement in desirable flavor and 
aroma characteristics: In succeeding years the improve- 
ment is either slight or negligible and after 10 years’ 
storage there may even be deterioration in flavor rathet 
than improvement. Irish and Scotch whiskies may con- 
tinue to improve slightly even after 10 years storage but 
the degree of improvement is scarcely sufficient to com- 
pensate for the increase in cost.* 


aroma. It 


*Adjunct 
Brooklyn. 


Professor of Chemical Engineering, Polytechnic Institute of 
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“natural” aging, it can be readily seen that large sums 
of money are tied up for indefinite periods. It has there- 
fore been an engaging problem to devise methods for 
the rapid aging of whiskey. 


CLASSIFICATION 
There have been various classifications of the methods 
used for the artificial maturation of whiskey proposed. 
Possibly the classification which will be of most value 
to us is the following: 
1. Mechanical Methods 
a) Agitation and shaking 
2. Physical Methods 
a) Ultraviolet radiation 
b) Infra red radiation 
c) Absorption and elution 
3. Reduction Methods 
a) Hydrogenation 
4. Oxidation Methods 
a) Gaseous 
b) Electrolytic 
c) Catalytic 
d) Using microorganisms 
5. Miscellaneous Methods 
a) Distillation and oxidation 
b) Extraction and oxidation 
c) Extraction 
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The chemical nature of aging has to be considered not 
only in the light of improvement of flavor but also from 
the point of view of the chemical changes noted by the 
investigators previously mentioned. Fain and Snell’ pre- 
pared a comprehensive review of the methods used or 
proposed for the rapid aging of whiskey in 1934. They 
concluded on the basis of this review that aging is es- 
sentially an oxidative process and thus it is necessary to 
hasten oxidation processes to effectively hasten matura- 
tion. itself. The work of Hochwalt, Thomas, and Dybdall,* 
however, has demonstrated that aging is probably at- 
tributable to two distinct processes, namely, (1) the 
removal of the unpleasant odors and tastes commonly 
associated with greenness and (2) maturation processes 
involving esterification and polymerization which are as- 
sociated with improvement in taste and flavor. The rates 
governing the reactions of both processes are different. 
those governing the removal of greenness being slower 
than those improving taste and flavor. The removal of 
greenness can be accelerated by reduction processes while 
oxidation processes are most helpful for the latter. 


MECHANICAL METHODS 
Mechanical 


lesser importance as commercial methods of maturation 


and physical methods of aging are of 
of whiskey than oxidation methods. It was noted that 


whiskey shipped over oceans or on long voyages ap- 


parently aged more rapidly than similar whiskey stored 
This have 
lead to the use of shaking devices in which barrels of 


without movement. observation is said to 
whiskey. containing at times oak chips, were agitated in 
order to speed maturation. A rocking motion, obtained by 
the use of an oscillating platform, is preferable to a tremu- 
lous vibration. While shaking and stirring undoubtedly 
permit molecules of acid and alcohol to come into contact 
more frequently and thus form a greater quantity of esters 
more rapidly, at best, agitation methods of aging sti!l take 
considerable time. Thus in one process’ warming to 43 
deg. C. 


and agitating requires several months. 


PHYSICAL METHODS 

Ultraviolet Radiation.—The principal physical methods 
employed in the aging of whiskey are those in which the 
beverage is (a) exposed to radiation of several types and 
(b) is treated by absorption and elution processes. Ultra- 
violet light has been used. In one method® a vapor electric 
are having a quartz container is employed and the bev- 
erage is passed in a thin film over the lamp. An apparatus® 
has been devised for treating whiskey with ultraviolet 
rays passed through quartz rods. In another method the 
water used in the preparation of alcoholic beverages'® is 
exposed to ultraviolet light to improve the resultant bev- 
erage. Sometimes the products are irradiated after the 
addition of water. 

Infra Red Radiation. 
while in 


By subjecting a new whiskey 
with charred to the action of 
infra red rays’! for 48-170 hours at 45-65 deg. C., an 
improved product is said to be obtained. 


contact wood. 


Radiation methods have been combined with oxidative 
methods, which will be subsequently detailed. In one pro- 
cedure’* after the addition of a small quantity of an 
oxidizing agent such as hydrogen peroxide, sodium or 
other inorganic peroxide, benzoyl or other organic perox- 
ide, or an ozonide, the liquor is subjected to ultraviolet 
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radiation. In still another variation, the liquor in the 
presence of oxygen is exposed to the light of a neon 
lamp’* ranging from yellow to orange in color. 

Absorption and Elution Methods.—For improving the 
taste of low-grade alcoholic liquors such as whiskey,'* a 
method is employed which involves placing a charge of 
activated carbon, previously impregnated with desirable 
flavor and taste-giving esters, in the liquor to be improved. 
These esters dissipate into or are eluted by the liquor 
being treated. They are displaced by the impurities of the 
treated liquor which impurities may be considered as 
absorbed in turn by the carbon. The work of Tolbert and 
Amerine" in this connection with brandy should be noted. 

In another absorption method'® a mixture consisting of 
nine parts of activated charcoal containing little alcohol 
extractable material and another portion of roasted wood, 
which is less active and less absorptive, but has more 
alcohol extractable material is added to a vessel containing 
green whiskey and then the entire mixture is heated. 

As noted above reduction methods in rapid aging have 
their principal aim in the removal of greenness, that is, 
the removal of the unpleasant odor and taste of raw 
whiskey. This removal can be accelerated by hydrogena- 
7,18 in the vapor phase using nickel on an inert 
carrier as the catalyst. In this process whiskey in the 


tion 


vapor phase, together with hydrogen, is passed over the 
nickel catalyst so that hydrogenation is effected while 
the whiskey is maintained in the vapor phase. About 3 
pounds of nickel is sufficient for 1500 gallons of fzeshiy 
distilled spirits. After hydrogenation the whiskey can be 
mellowed in a much shorter time than usual. 

The hydrogenation can also be effected in the liquid 
phase!®: °° by bubbling hydrogen through the liquor in 
the presence of platinum black until the undesirable odors 
are removed. Nickel, chromium, iron and cupric oxide are 
also mentioned as suitable catalysts. 

The deodorized whiskey can then be treated with char- 
coal prepared by heating white oak in an externally heated 
muffle oven at about 700 deg. C. for 1 to 2 
Whiskey is warmed at 60 deg. C. with the inner layers 


minutes. 


of this charcoal which contains alcohol soluble components. 
oxidation treatment is 
carried out by producing both hydrogen and oxygen in 
the alcoholic beverage electrolytically.2! The electrodes and 
the diaphragm between these electrodes are impregnated 


A combination reduction and 


with insoluble inorganic oxides or salts which assist in 
producing the reduction and oxidation effects in the pres- 
ence of hydrogen and oxygen. 

Oxidation methods and miscellaneous methods for the 
maturation of whiskey will be discussed in a subsequent 
issue. 
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Flavored Notes 


\ principal flavoring agent for sausage meat and other 
types of chopped or ground meat is sage. 


at ay ae 


Most certified coal-tar colors contain some salt either 
as part of the manufacturing process or as a diluent. Care 
must be exercised in the addition of such dyes to emulsions 
since a high salt content dye may act as an electrolyte pre- 
cipitant in breaking the emulsion. 


¢ * at 


| received a query the other day concerning flavor tests 
and consumer response. While considerable work has prob- 
ably been done on this problem by various firms, relatively 
little has been published in comparison with the work pub- 


lished on consumer response to cosmetics. 
* + * 


The article on caramel. flavor and color will be 
pleted in a succeeding issue.—M.B.J. 


com- 


F.E.M.A. Announces Convention Plans 


The Flavoring Extract Manufacturers Association of the 
United States in announcing entertainment plans for its 
convention to be held in Atlantic City, N. J.. May 25. 26. 
27 and 28, has listed three luncheons. one beefsteak dinner, 
a boat ride around the island and a banquet. In addition. 
there will be golf and bridge and bingo games. 

Dr. Clarke Ek. Davis. convention chairman. has requested 
that checks in the amount of $25.00 per person be mailed 
tc him at 882 Third Ave.. Brooklyn. N. Y. 


Neil Products in New Quarters 

Neil Products, Inc., is now occupying a modern. air 
conditioned building of 40,000 square feet at 11201 Wes! 
ico Blvd., Los Angeles, Calif. The new quarter-million 
dollar plant combines offices, laboratories, processing 
rooms and storage facilities for a line of beverage bases, 
bakery, ice cream, fountain and other industrial flavor and 
fruit products. 

Neil Products, Inc.. is currently franchising a non- 
carbonated, real-fruit beverage. Additional new and diffev- 
ent consumer food items. to be merchandised through 
grocery stores, are scheduled for early introduction. 









The Neil building combines offices, laboratories, processing rooms and 
storage facilities 
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Styron-Beggs Celebrates Anniversary 
\ liberal retirement plan for all employes in the service 
of the Styron-Beggs Co., Newark, Ohio, for at least five 
years of continuous employment immediately preceding 
their 65th birthday 


by Leslie S. Beggs. Sr., president, at 


was announced 
the golden anniversary celebration 
of the company. 

The Stvyron-Beggs Co.. which now 
occupies a 
40,000 sq. ft. and area 
east of the Mississippi with 10. 
000.000 packages of flavoring ex- 
tracts and about 40 other household 
items, had its inception in a 300 
sq. ft. the 
a grocery store in 1896 when John 
L. Styron, grandfather, and Frank L. Beggs, father of 
Leslie S. Beggs, Sr., now president of the company, organ- 
ized a partnership with John Lamb to make and sell 
flavoring extracts and household drugs for distribution 
through grocery stores. John Lamb withdrew later in the 
year and the other partners continued the business under 
the name of Styron, Beggs & Co. as a partnership until 
1913 when it was incorporated as the Styron-Beggs Co. 


four-story building of 


serves the 





cubicle in basement of 


Leslie S. Beggs, Sr. 


The late Frank L. Beggs. incidentally, was one of the 
founders of the Flavoring Extract Manufacturers Associa 
tion and served it as president and in other capacities dur 
ing his life. Leslie S. 
the work of the association of which he is second vice 
president. 


Beggs likewise has been active in 


The celebration of the companys golden anniversary 
was climaxed December 19 at a dinner attended by the 
entire staff. In addition to annual bonuses, compacts for 
the billfolds for the men were distributed. 
\lso at each plate was an envelope sealed with the com- 
pany’s gold seal trademark containing a ten dollar bill. 
Three days were given over to the celebration, which in- 
cluded luncheons, trips through the factory and confer- 


ences. 


women and 


In his address, President Leslie S. Beggs expressed 


gratification over the record of the employes. There are 
ten active and three retired members of the 25-year club. 
In his remarks he said. “We are looking forward to an- 
other 50 years of furnishing the people with reliable 
products, thus holding to the motto of the company: Not 
how cheap but how good.” 


“Essence” of Flavor Preserved 

H. Baron & Co. has announced a new process which 
makes it possible to capture a major portion of the “es- 
sence” of flavor which is lost in the processing of fresh 
fruit. The company states that it now has available. for 
the industry, several types of “fruit essence.” such as sour 
cherry. peach, grape, blackberry, strawberry. pineapple 
and apricot, in strengths of concentration between ten and 
twenty-seven times the’ natural strength. Because of the 
high volatility of these products, they are not suitable for 
use in conjunction with heat, but can be used in the fin- 
ishing of a large variety of fruit products and derivatives. 
il is stated, 
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Irritation Tests on Aromatics 





Some investigation of the dermal irritating properties of vari- 


ous essential oils and aromatic chemicals undertaken by the 


Scientific Research Committee of the F.E.M.A. is presented 


DR. ALEXANDER E. KATZ* 


URING the two years in which I served as Chairman 

of The Scientific Research Committee of this Asso- 

ciation, three projects were undertaken by the committee: 

1. Investigation of dermal irritating properties of vari- 
ous essential oils and aromatic chemicals; 

2. The question of quality of vanilla beans purchased 
by the user: 

3. Discussion regarding the establishing of new stand- 
ards of vanilla extract, to enable the manufacturers 
to present their point of view when such standard will 
be discussed by the pure Food and Drug Administra- 
tion. 

The latter two cannot be presented at this time, as we 
have a committee meeting at a later hour to discuss these 
problems and the results will be published at a later date. 
[ will continue with the first one. 

I received many requests from the members of our Asso- 
ciation to conduct some investigation of the dermal irritat- 
ing properties of various essential oils and aromatic chemi- 
cals which are being handled in full strength by flavoring 
and cosmetic chemists. Some of our members experi- 
enced irritating qualities, particularly in their use of 
aldehydes. 

The committee started this investigation with the full 
desire to help the manufacturer and the user of these prod- 
ucts. The results of some of the materials investigated were 
presented to the Toilet Goods Association last year. With 
the aid of one of the leading dermatologists, my school- 
mate and colleague, the late Dr. George W. Raigiss of 
dermatological R.h., the investigation was conducted also 
in collaboration with the University of Southern California 
under the direction of the Dean of School of Pharmacy, 
Dr. Alvah G. Hall, in cooperation with Mr. Robert Petter- 
son. Some tests were conducted under the same conditions 
as those applied at the university at our California plant. 

Late in 1944, I received information from Dr. Herbert 
A. Hartfiel of the Hudnut Institute for Dermatological Re- 
search that they were engaged at that time in three clinical 
research studies: 

1. In regard to the question of sensitization, respiratory 

in character. 


*Chairman, Scientific 
turers’ Association. 
. Presented at the F.E.M.A. Convention, June 3-4, 1946, at the Drake Hotel, 
Chicago, Ill. 


Research Committee, Flavoring Extract Manufac- 
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2. Orris root oil and tincture of orris root—this is a 
comparative study with orris root powder. 

3. Another clinical study concerned with the old oil of 
bergamot question, which apparently has not been 
solved. 

They were also contemplating other projects, but to date | 
have received no information of the progress of such 
projects. 

Knowledge concerning the human entity has increased 
tremendously in recent years. Not only have agents for 
combating disease been developed, but much understand- 
ing has been gained regarding nutritional requirements 
and reaction of the human body to environmental factors. 

Of especial interest to the flavoring profession, as well as 
to manufacturers of allied products has been the subject of 
allergy, sensitivity, and reaction to irritating substances. 
Much of this interest has been fostered by adoption by the 
Federal Pure Food, Drug and Cosmetic Act. 

Investigations reported on herein are confined to the 
dermal irritating properties of certain essential oils and 
aromatic chemicals. Patch tests were conducted according 
to approved procedure. 

Recent advances in medical science have conquered prob- 
lems which, until a few years ago, were considered un- 
solved. 

Paralleling the aforementioned developments, investiga- 
tion and knowledge concerning sensitivity and allergy of 
the human body to various antigenic substances has been 
increased. The tendency of substances intended for use in 
food products, drug and cosmetics preparations to cause 
adverse reactions with the human body must be thoroughly 
investigated. The purpose of this preliminary investigation 
has been to study the dermal irritating properties of a 
number of essential oils and aromatic chemicals in use in 
manufacturing flavoring and cosmetic preparations. 

It is of interest to our industry to investigate the reaction 
of such materials upon the user. It was often observed 
when the flavoring chemist is using and handling such 
products as benzaldehyde, cinnamic aldehyde, amylcin- 
namic aldehyde, hydroxycitronellal, the sensitive reaction 
has proven positive, to a great degree, also in constantly 
handling sugh essential oils constituents of which some of 
the aldehydes are mentioned above, the same positive re- 
action was noticed to occur. 
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Tests were conducted on adult human male and female 
volunteer subjects. Essential oils or aromatic chemicals 
were applied in their pure undiluted form to an area ap- 
proximately one centimeter in diameter of the dermis on 
the inner portion of the lower arm. In the case of crystal- 
line substances, saturated alcoholic solutions were applied 
in a like manner. Immediately following application, the 
area was covered with an adhesive bandage which was al- 
lowed to remain for a period of twenty-four hours. The 
tests were read at twenty-four hour intervals for a five-day 
period. Applications which produced visible inflammation, 
irritation, formation of a papular rash, or any abnormal 
condition of the area, were considered as positive reactions. 
\ll positive reactions were confirmed by repetition of the 
test on the same subject after complete disappearance of 
positive symptoms. 

In the following table. the investigated substances are 
listed along with the number of tests made with each prod- 
uct and the number of positive reactions. It will be remem- 
bered that any abnormal condition resulting from applica- 
tion of the essential oil or aromatic chemical was construed 
as a positive reaction: hence the absence of any positive 
reactions indicates that all tests on the preparation in ques- 
tion proved negative. The table has been divided into 
two parts: 

Table A 
sufficient tests were conducted to enable us to make gen- 
eralizations concerning their irritating properties 
than 20; and Table B 
were performed 


those essential oils and chemicals of which 


not less 
those of which insufficient tests 
less than 20. 


SUMMARY 


In the series of tests performed, essential oils of: Clary 
Sage, Cloves, Lemon, Neroli, Orris Liquid, Patchouli, and 
other essential oils and the aromatic chemicals: alcohol 
C-9 (nonyl alcohol) alcohol C-10 (decyl alcohol): alde- 
hyde C-10 (decyl aldehyde); cinnamic alcohol (cryst.) ; 
citronellol; ethyl cinnamate; ethyl phenyl acetate; eugenol; 
phenyl ethyl acetate; phenyl ethyl alcohol: and others may 
be assumed to be non-irritating when applied to the dermis 
of the human. Such products as methyl nonyl acetic alde- 
hyde (C-12), and some others, particularly aldehydes, were 
found to produce positive reactions in four out of 33 tests 
conducted, and in some cases as high as 12 per cent of the 
cases in which application of it was made, the reactions 
produced by some of these chemicals and essential oils 
were observed to appear from one to five days following 
application. 

The reaction consisted of inflamation with the develop- 
ment of a fine papular rash covering an area about 5.0 
centimeters in diameter, and accompanied by irritation 
characterized by burning and itching sensations. Local 
application of a bland ointment containing a local anas- 
thetic relieved the irritation, and the symptoms subsided on 
the third or fourth day. These results seem to indicate 
selective sensitivity to mentioned products. 

For obvious reasons it is impossible to draw any con- 
clusions regarding those substances on which less than 
twenty tests were conducted. 

In closing, | would mention that several tests were con- 
ducted with compounds consisting of aromatic chemicals 
and essential oils which have shown a positive reaction 
together with some negative products, but this likewise 
will require additional tests to classify them properly. 
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TABLE A 
NO. OF POSITIVE 
ESSENTIAL OILS TESTS REACTIONS 

Bitter Almond Oil S.P.A. 24 ! 
Bergamot Oil Artificial 22 2 
Bergamot Oil Natural (Old Sample) 20 3 
Sweet Birch 20 0 
Bois de Rose 30 1 
Cassia Redistilled* 24 2 
Citronella Java (Old Sample) 23 0 
Clary Sage 30 0 
Cloves Pure 31 0 
Coriander? 22 | 
Eucalyptus 20 0 
Grapefruit Oil 26 0 
Geranium Algerian 24 \ 
Juniper Berries (Old Sample) 20 2 
Lavender Oil (38 per cent Ester)+ 28 | 
Lemon Oil Italian (Old Sample) 24 0 
Leman California Cold Pressed 20 0 
Lime Distilled 20 0 
Linaloe—(Same as Bois de Rose, Bergamot 

and Coriander 20 1 
Neroli, Bigarade Petale 20 0 
Orange Oil California Expressed 25 0 
Orris Concrete (Myristic Acid) 20 2 
Orris Liquid (Free from Myristic Acid) 20 0 
Patchouli, Aged 20 0 
Peppermint Oil 20 ! 
Rose Otto 20 0 
Sage Dalmatian (Old Sample) 20 ! 
Sassafras Oil 26 0 

AROMATIC CHEMICALS 
Alcohol C-9 (Nonyl Alcohol) 20 0 
Alcohol C-10 (Decyl Alcohol) 20 0 
Aldehyde C-10 (Decyl Aldehyde) 28 0 
Aldehyde, Methyl Nonyl Acetic 100 per cent 

(C-12) 33 4 
Benzaldehyde F.F.C. (Same as Bittem Almond 

Oil) 21 2 
Benzyl Formate 24 \ 
Beta Naphthyl Methyl Ether (Yara Yara) 

Saturated Sol. 20 1 
Cinnamic Alcohol (Cryst.) 20 0 
Cinnamic Aldehyde (Same as Cassia Oil) 22 3 
Citronellol 20 0 
Ethyl Cinnamate 22 | 
Ethyl Phenyl Acetate 23 0 
Eugenol Pure 20 0 
Heliotropin Recrystallized 20 | 
Hydroxycitronellal 22 2 
Methyl Heptine Carbonate 28 | 
Methyl Naphthyl Ketone—Saturated Solution 24 1 
Phenyl Acetic Acid 23 0 
Phenyl Ethyl Acetate 20 0 
Phenyl Ethyl Alcohol 20 0 


* On 20 tests no positive reaction was noticed. The 24th test has 
definitely shown it. 

+ Evidently reaction as to bois de rose containing linalool and berga- 
mot containing linalool is its acetic acid ester. 

t Perhaps due to presence of linalyl acetate. 


TABLE B 
NO. OF POSITIVE 

ESSENTIAL OILS TESTS REACTIONS 
Petitgrain Paraguay 16 0 
Sandalwood E.l. 18 0 
Spike Lavender 15 0 

AROMATIC CHEMICALS 
Acetophenone 10 1 
Alcohol C-8 (Octyl Alcohol) 12 0 
Amyl Phenyl Acetate 12 0 
Benzyl Benzoate 13 0 
Benzyl Butyrate 13 ! 
Benzyl Salicylate i 0 
lonone Standard ; i 0 
Methyl Acetophenone 15 1 
Methyl lonone 16 0 
Phenyl Propyl Aldehyde 13 ! 
Vanillin i 0 
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KIMBLE CONTAINERS 


“They're Safer in a 
Kimble Glass Vial... 


The Visible Guarantee of Invisible Quality 
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HE word “shortages” is an old story to the soap manu- 

facturer, but he was reminded that he still faces them 
by the speakers of the Industrial Meeting sponsored by the 
Association of Soap & Glycerine Producers, Inc. The short- 
ages are in fats and oils, drums, alkalies, bottles, and ship- 
ping containers. During the course of the meeting, which 
was held at the Waldorf-Astoria, New York, N. Y., Jan. 22, 
the Association held its 20th Annual Meeting. Two hun- 
dred forty-one persons were present. including four from 
the West Coast. 


ECONOMIC OUTLOOK 


Howard R. Bowen, economist of the Irving Trust*Co., in 
addressing the meeting, warned of an approaching turning 
point in business. Mr. Bowen stated, “The indications of 
an approaching turning point in business, though by no 
means absolutely certain, are sufficient to justify consider- 
able caution and a sharp lookout for additional evidence.” 
He did not expect the 1946 boom to last through 1947. 

Factors which influenced his thinking were: Increased in- 
dustrial and agricultural production, rising inventories. the 
decline in consumer purchases of non-durable goods, buyer 
resistance, the leveling out of exports, the stoppage of the 
rapid increase in construction activities, slackening of busi- 
ness expenditures for durable equipment, the decline in 
Federal spending, and the end of sharp increases in prices. 
Mr. Bowen looks for the labor situation to improve. 


FATS, OILS AND ALKALIES 

Eugene A. Moss presided over a panel in discussion of 
the supply situation and outlook for fats, oils and alkalies. 

Mr. Moss, who is vice-president of the Association for the 
Central States, as well as vice-president of Swift & Co.. 
stated that tallow and grease stocks are not much more 
than half of pre-war. The usual opinion is that 45 per cent 
of the nation’s tallow and grease comes from the meat pack- 
ing industry and 55 per cent is recovered by the rendering 
industry. Total production in 1946 was about 1,700,000.- 
000 pounds. The Department of Commerce estimate for 
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Soapers Face Unpredictables 


1947 is 1,800.000,000 pounds. Fat salvage has added al- 
most 10 per cent to the total annual output since the cam- 
paign began. 

Roger E. Morse, of James F. Morse & Co., said that 
renderer production is currently recovering from the low 
in September and October. 


A restraining factor may be developing in that cattle 
appear to be reaching the market at lighter weights. Those 
weighing over 900 pounds are down from 35 per cent to 
2&5 per cent. The same is true of hogs. 

Estimates for 1947 indicate that this country will require 
5.700,000,000 pounds of fat and that the available supply 
will fall 600.000.000 pounds short of this figure. The world 
shortage of fat is estimated at up to 40 per cent. Trade 
circles are quoted as anticipating our allocation of coconut 
oil to be cut to 300,000 tons this year. 

According to Wilder Breckenridge. manager of the 
American Fat Salvage Committee, waste fat has been re- 
sponsible for 10.1 of the total available tallow and grease. 
In the 53 months through December 1946, fat salvage pro- 
duced 729,000,000 pounds, of which 183.000.000 was mili- 
tary salvage and 546,000,000, civilian salvage. Military 
salvage was formerly an important factor but has now 
dwindled to 4 per cent of the total. Collections fell off 
sharply in September. October and the early part of No- 
vember, in 1946. The trend is now sharply up. (The rate 
for the week ending Jan. 13, 1947. would average 142.600,- 
000 pounds per year.—Ed.) 

Charles FE. Lund, chief of the Foodstuffs Division, Office 
of International Trade. United States Department of Agri- 
culture presented a statistical picture full of variables. In- 
ventories in May and June will be lower than last year . . . 
lowest in history. A surplus of edible oils may come in 
1948. Through an exchange program we may get 65.000,- 
000 pounds of palm oil from Belgian Congo. 

“Unless there is a general recession, it is unlikely that a 
sharp break in fats and oils prices will occur before the 
results of the 1947-48 crops are reasonably definite.” 
“World supplies of fats and oils in 1947 will total ap- 
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proximately 18 million short tons. compared with 17.7 
million in 1946, and the pre-war average (1935-39) of 
21.6 million. Net export trade will reach approximately 
the 1946 level of 3 million tons. compared with 6.5 million 
in the pre-war period. Some small increase in United 
States consumption in 1947 over 1946 is expected.” 

“With potential unrestricted consumption of 10.7 billion 
pounds, the United States will be in a net deficit position ot 
1.6 billion pounds. However. our consumption at 90 per 
cent of pre-war (1937-41) will be higher than many Euro- 
pean nations where the level is reported at about 75 per 


cent of the earlier per iod.” 


GLYCERINE PRODUCTION 

Factors encouraging to glycerine producers and users 
according to N. N. Dalton. chairman of the Association's 
Glycerin Research Committee. are: The growth of imports 
of copra from the Philippines into the United States. the 
prospect of importing Belgian Congo palm oil. and the 
return of this country to a fat import basis. Long-time 
forecast for glycerin supply is a surplus—short-time fore- 
cast is. relief within the next few months. 

The tight soda ash and caustic soda situation will con- 
tinue through 1947, Arthur B. Chadwick. 


president of Solvay Sales Corp. Expansions are underway 


according to 


to increase the current capacity for producing soda ash 
from the current figure of 4,500,000 short tons so that by 
1948 the industry should have a capacity of approximately 
5.100.000 This means that after taking out the 
amounts required for the production of caustic. bicarbon- 


tons. 


ate. and other similar products. some 3.700.000 tons would 
be available for sale. This increased capacity will not be 
available during 1947. 

The current capacity of caustic soda is about 1,400,000 
tons. Additional capacity of 125.000 tons will be ready 
hy 1948. 

The domestic shortage of soda ash and caustic soda is 
accentuated by the world shortage in this field. British 
production is way off compared to pre-war. German plants 
are pretty well out of production. French plants are operat- 
ing but below normal production. 


PACKAGES AND CONTAINERS 


Willard F. Deveneau. sales promotion manager for the 
National Folding Box Co.. informed the gathering that the 
1946 total tonnage of box board production amounted to 
2.700.957 tons. The annual average for the preceding ten 
years was 1.510.080 tons. Despite this production, the be- 
ginning of 1947 showed an all-time high backlog of un- 
filled orders. 

Insufficient supplies of important raw materials includ- 
ing paper. pulp wood, and chemicals as well as experienced 
and hard-working labor have been the chief difficulties to 
production. Waste paper collections have not been keep- 
ing up with normal requirements. The outlook for the 
importation of pulp from abroad is not good. Labor costs 
have been piling up. Labor relations have been, and con- 
tinue to be, good. New equipment is now becoming avail- 
able and is expected to provide increased output. Many 
factors indicate that demand will remain strong through- 
out 1947, 

Harold M. Treen, president of the Ft. Wayne Paper Co., 
in reporting on corrugated and fibre boxes. stated that in 
1946 the industry produced 591, billion square feet of 
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boxes, which was an increase of 20 per cent over the output 
of 1945. It was also an increase of 15 per cent over the 
greatest previous year. which was 1941. This increase did 
not tax the capacity of the manufacturers. The bottleneck 
is not equipment but raw materials, container boards. 

Mr. Treen saw little chance for increasing the 1946 out- 
put in 1947. While some new mills are being completed, 
they will add only 10 per cent to the tonnage in the con- 
tainer board field. and not enough of that will come in to 
have much effect in 1947. 
hours per day, six days a week. 


Now the field is operating 24 


While there has been some increase in deliveries from 
Southern mills. a factor against an increase in production 
is the movement being made by railroads to tighten up on 
specifications for boxes which would mean heavier board. 

B. J. Adams. of the John T. 
much relief in the cost of cotton bags. Slack barrels and 


Stanley Co.. did not see 


kegs are still very tight. Prices have been increasing and 
this should mean increased production. 

William F. Rode. Colgate-Palmolive-Peet Co.. described 
the difliculties of obtaining tubes for shaving cream and 
dental cream. Many manufacturers of tubes are installing 
machinery to make aluminum tubes. Probably in the not 
too distant future all tubes of this kind will be of aluminum. 

The coal strike put rolling mills producing sheet for cans 
way behind. The shortage of cans will continue through- 
out 1947. Those that are available will be made of black- 
plate. not tin plate. 

The outlook in bottles is not good. The soda ash short- 
age plays a part in this. Shortage of coal also affected 
deliveries. The condition will probably continue through 
the first half of this year. 

Wesley sales manager of the Rheen 


Gates. assistant 


Manufacturing Co.. stated that it is not capacity that is 
lacking in the production of drums. but steel.. Manufac- 
turers are still catching up on the results of the coal strike. 


Some companies may have additional rolling capacity early 
in the fourth quarter and the drum industry does not expect 
to see much improvement before that time. 


SOAP PERFUMES 


Following lunch. Dr. Ernest Guenther. chief chemist of 
l'ritzsche Brothers. Inc.. and Ralph Stevenson. sales mana- 
ger of Givaudan-Delawanna. Inc.. discussed some aspects 
of soap perfumes for the guests. 

Dr. Guenther stated that perfumes for soaps have many 
limiting factors. Oil of citronella is now produced in this 
hemisphere. It formerly came from Java. This is also true 
of oil of vetivert. Lavender from France can be replaced 
by lavendin. Dr. Guenther warned soapers to select only 
perfumes that will stand up in soaps. He finished his talk 
by discussing the compounding of a typical rose perfume 
for soap. 

Raiph Stevenson stressed the importance of price in soap 
perfumes. Aromatic chemicals can take the place of expen- 
sive essential oils. Perfumes that discolor soaps should not 
be used in their manufacture. Tinting will widen the range 
of products that can be used. Aromatic chemicals are not 
expected to come down in price at this time. The steel and 
coal strikes are a cause of shortages. Interruptions can be 
foreseen for the next few months. The supply of aromatics 
is apt to remain tight for some time to come. 

A most interesting panel was devoted to the discussion 
of synthetic detergents. 


The American Perfumer 





NAUGATUCK 


IN 
= TNYIIER 












“... triumph o’er a secret wrung from nature’s close reserve.” 


ROBERT BROWNING 


NAUGATUCK has triumphed in capturing from nature 
the secret of the Jasmin Flower. This superb composition 
of newly developed synthetic bodies and imported 
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ts a repiacement tor OAKMOSS 


perfume chemists find these three 
Schimmel! products more than satis- 
factory in every respect. 


Chénene 


outstanding in stability and fixative 
strength as a substitute for Oakmoss 


absolute. 


Creme de Mousse 


artificial, inexpensive and extremely 
useful as a fixing agent for modern 


odors in soaps. 


Resinoid Mousséne 


an excellent fixative. readily soluble 


— an Oakmoss resinoid substitute. 


SCHIMMEL & €0., INC. 


601 West 26th Street. New York, 1. N. Y. 
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Ted Allen, Par Soap Co., in giving his views of the 1947 
outlook for the soap and glycerin industry, said that he 
looked for high prices to cause more fats production. He 
predicted that within six months supplies of fats will be 
larger than at this time. 

Dan. M. Flick, vice-president of Armour & Co., warned 
of a troubled future. He felt that prices are too high. 


N. S. Dahl, general manager of John T. Stanley Co., 
predicted that business would be good for the first and 
second quarters of the year. Raw material, labor and selling 
prices are the highest they have been in 40 years. He 
looked for some sales resistance. Buyers are keeping in- 
ventories down. 

W. F. Straub, chairman of the board of W. F. Straub and 
Co., stated that he felt that the potash soap industry could 
be cultivated. He said that sales prospects were good. 

T. J. Wood, vice-president in charge of sales of the 
Procter & Gamble Co., said that with light stocks, filling 
pipelines, and low inventories, sales will not be difficult 
during 1947, 

N. N. Dalton disagreed with Mr. Wood to the extent that 
he said he foresaw competition among the soap manufac- 


South India Soap Makers’ Assn. 


Soap makers of South India met at the Malabar Cham- 
ber of Commerce, Calcutta, on Nov. 3, 1946. Soap makers 
from South Kanara, Mysore, Travancore, Cochin and other 
places attended. Rao Sahib. A. K. Menon, managing direc- 
tor of the Victory Chemical and Pharmaceutical Works, 
Ltd., Chalakudi, presided. 

The meeting formally formed itself into the South India 
Soap Makers’ Association and appointed officers for the 
year, Rao Sahib. A. K. Menon was made president; Sri. P. 
Balarama Kurup and Sri. Liladhar Mehta were made vice- 
presidents, and Sri. D. Kesava lyer became secretary and 
treasurer. 

The aims and objectives of the Association are to pro- 
tect the soap industry in general, to work for the growth 
and development of the industry, to educate the public in 
the use of soap, to standardize quality, to take joint action 
in the matter of legislation, and to do such other things as 
may be desirable in the interests of the organized industry. 

The address of the new Association is: The Honorable 
Secretary. South India Soap Makers’ Assn., Edacochi P.O. 
Cochin. 


Fats and Oils Fall Short to Demand 


The United States will be 1.6 billion pounds short of 
the 10.7 billion pounds of fats and oils it could use in 1947, 
the Department of Commerce estimated last month. This 
means that shortening, margarine, soap supplies and drying 
oil products will continue below demand. 

In 1946 the United States was on a net export basis in 
fats and oils. It will be on a net import basis this year 
amounting to 250 million pounds. Any increase in soap 
production depends upon increases of copra imports from 
the Philippine Republic. These imports in 1947 are not 
expected to be much above those of 1946. 
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turers which would result from an improvement in the fats 
and oil situation. 


ELECTION OF OFFICERS 


With Howard F. Bernard, president of Pioneer Soap Co., 
presiding, four new directors were elected to the board of 
the Association. They were: L. J. Evans, lowa Soap Co.; 
V. Levinson, J. Eavenson & Sons; C. D. Poland, Poland 
Soap Works, and W. F. Straub. Charles Luckman, who has 
been filling the vacancy created by the resignation of Fran- 
cis A. Countway, was also elected a director. Ten directors 
who were re-elected were: T. E. Allen, N. S. Dahl, R. R. 
Deupree. H. Dock, D. M. Flick, C. G. Fox, E. B. Hurlburt, 
E. H. Little, E. A. Moss and G. A. Wrisley. 

The directors then met for the election of officers. George 
A. Wrisley became president for 1947. T. E. Allen was 
made vice-president for the West; Eugene A. Moss, vice- 
president for the Mid-West, and E. H. Little, vice-president 
for the East. N. S. Dahl was again made treasurer, and 
Roscoe C. Edlund, manager of the Association, was re- 
elected secretary. Mr. Edlund directed the program with 
his usual split-second timing. 


Soap Production Increases 


Soap factories in the United States increased their output 
during the last quarter of 1946, according to the Associa- 
tion of American Soap and Glycerine Producers. Produc- 
tion was still considerably below the pre-war average. 
Manufacturers who make approximately nine-tenths of all 
soap produced here reported delivery of 603 million pounds 
of soap, other than liquid, for the period. 


Argentina’s Soap Exports 
Argentina’s export of common soap (washing soap) 
amounted to 3330 metric tons during the first three months 
of 1946. Of this total, Cuba took 2455 tons; Haiti, 255 
tons; Spain, 307 tons; France, 112 tons; Guadeloupe, 110 
tons, and other countries, smaller amounts. 
merce. 


Foreign Com- 


Indian Soap Production Up 
According to Sir J. C. Shosh and D. N. Wadia, who have 
made a survey of the chemical industry in India, soap pro- 
duction has increased in that country from 94,000 tons in 


1940 to 160,000 tons in 1944. It was predicted that the 
annual output would rise to 240,000 tons by 1951. 


Monsanto to Expand Detergent Production 


The Monsanto Chemical Co. has under construction a 
$3,000.000 plant in Monsanto, Ill., to expand its production 
of synthetic detergents. It is expected that the plant. a one- 
story, concrete building, will be in operation this year. The 
company plant, located at Nitro, W. Va., is being enlarged 
to further increase the production of detergents. 
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Potash Soap Makers Meet 


ROBLEMS of particular interest to the potash soap in- 

dustry, attempts to ascertain future movements, and an 
analysis of shortages and what can be done about them. 
came up for discussion during the first annual meeting of 
the Potash Soap Association. The meeting. which was well 
attended regarding both numbers and geographical distri- 
bution. was held at the Hotel Cleveland. Cleveland. Ohio, 
jan. 14, 1947. 

Following an address of welcome by President Herbert 
Kranich. the morning session got under way with a talk 
by Thomas W. Howard. manager. Department of Manu- 
facture. Chamber of Commerce of the United States. He 
suggested a conference of cost accountants of firms in the 
potash soap industry to lay down the principle elements 
of the methods of figuring costs. 

Robert M. Walsh. Assistant to the Chief. Bureau of Agri 
cultural Economics. Department of Agriculture, stated: 
Production of domestic oils and fats can be forecast from 
reports published by the Bureau of Agricultural Economics. 
They may be obtained from the Bureau, located in Wash- 
ington, D. C. Grease production will be smaller in 1947 
than in 1946. perhaps by 5 per cent. Production of in- 
edible tallow and grease is likely to be 50 million to LOO 
million pounds this year above the figure for 1946. The 
output of crude soybean oil this season will probably be 
slightly higher than the previous record year. This season 
the quality of cotton seed is about average. Corn oil pro- 
duction has been large since September. 1946. Tentative 
allocations of copra will be about the same as in 1946. Palm 
kernels from West Africa will continue in small volume. 

Ira P. MacNair, Soap and Sanitary Chemicals, suggested 
that potash soap manufacturers find new markets. and 
broaden present markets through better selling. better ad- 
vertising. and more and better publicity. 

There will be no appreciable increase in capacity of pro 
duction of soda ash until 1948, according to Fred Arden. 
Chief, Inorganic Chemicals Division, Civilian Production 
\dministration. In 1948 there should be no shortage in 
this material. Caustic soda is probably not as short as 
soda ash. 

We may expect fats and oils to continue in tight supply 
for several months, stated Edgar Burtis. Agricultural Eco- 
nomic Statistician, Department of Agriculture. We expect 
the total outturn of vegetable oils from crops produced last 
season will not be much different from the preceding sea- 
son. An improvement is expected in tallow and grease. 
Stocks of these commodities is much below normal. It 
looks now as if the allocation of copra to the United States 
will be about the same for 1947 as for 1946. 

Harold P. Finney, secretary, Cleveland Steel Barrel Co.. 
stated that current production of steel barrels is 22 million 
per year. Before the war, it was 18 million. If the steel 
mills come through on their present plans to increase cold- 
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rolled steel production. soapers will have plenty of drums. 

1. F. Roberson. district sales manager, Continental’ Can 
Co., stated that notwithstanding recent liberalizing Order 
M-81, amended Dec. 27. 1946, there is not sufficient metal 
to take care of demand in tin cans. The current metal 
shortage will probably result in insufficient plate to meet 
the demand for the remainder of 1947. 

The box industry’s problems trace back to boxboard, 
according to Arnold L. Crowell. sales manager, Ohio Box 
board Co. The growth trend in the use of boxes has been 
accelerated in the last few years resulting from develop- 
ments coming out of the war and changes in methods of 
merchandising. There has been no increase in board mill 
capacity to offset this. The year 1947 will probably be 
even tighter than was 1946. We are probably three and 
one-half years away from balance between demand and 
production. A business depression. if it comes, will affect 
this balance. The short supply of paperboard will probably 
be with us for a long period of time. compared with other 
raw materials. , 

William J. Dorner. Chief, Procurement Division, Fats 
and Oils Branch. Department of Agriculture. said that in 
the near future the Government expects to be in the market 
for about 7000 tons of soap to ship abroad. 

The Honorable Estes Kefauver, United States House of 
Representatives. was the guest speaker at luncheon. His 
informative address was on “What Congress and the Execu- 


tive Departments Can and Are Doing to Help Small Busi- 


nesses. 

\ round table discussion. which followed lunch, devoted 
a large part of its time to the meaning of the word an- 
hydrous. It was decided to establish definitions through a 
technical committee. The publication of a book containing 
fresh and timely material on potash soaps took further 
form. The book is to be divided, one half to be devoted to 
the practical side, such as manufacturing processes; and 
the other to uses of finished products. 

Officers elected for 1947 were: Herbert Kranich, Kranich 
Soap Co., president; Leonard Oppenheimer, West Disin- 
fecting Co., vice-president for the Eastern states; J. L. 
Brenn, vice-president for the Western states; Charles B. 
Solly. Harley Soap Co., treasurer, and Andrew P. Feder- 
line. secretary-treasurer. 

The following were elected to the Board of Directors: 
J. L. Brenn: Bernard R. Freudenthal, Chemical Service of 
Baltimore; Charles C. Gwinner, Crystal Soap & Chemical 
Co.: Herbert Kranich; M. J. Murphy, Jr.. The Murphy- 
Phoenix Co.: Leonard J. Oppenkeimer: F. J. Pollnow, Jr.. 
Vestal, Inc.: C. E. Schaad, Chemical Manufacturing and 
Distributing Co.; Albert S. Selig, The Selig Co.: George L. 
Simmons, U. S. Sanitary Specialties Corp.: Charles B. 
Solly: and J. H. Zucker, The State Chemical Manufac- 
turing Co. 
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by ARNOLD KRUCKMAN 


i pen Trade Agreement hearings which have been in 

progress during January are regarded in the Capital 
sumewhat in the same light as the political parties regard 
the primaries. Similar discussions are happening in the 
'7 other countries. Each is pruning away the least impor- 
tant details in order to enter the final treaty contest in 
Geneva in April with the most powerful arguments and 


held in 


longed to this series of preliminary bouts. 


The conference London in January be- 


issues, 


REPRESENTATIVES AT TRADE AGREEMENT HEARINGS 


Those representing your industry, who were officially 


registered as participating in the hearings on January 21. 


were: H. L. Simons; Eric Kunz for Givaudan-Delawanna. 
Burton T. Bush; Dodge & Olcott, Inc.; Aromatic Prod- 
ucts, Inc.; Van Ameringen-Haebler, Inc.; A. Maschmeijer 
Jr., Inc.; Essential Oil Growers of Michigan: General 
Drug Co.; U. S. Rubber Co.; Felton Chemical Co.; D. G. 
Fries, and the Maywood Chemical Works. The identicai 
group entered appearances at both the hearings conducted 
Ly the Department of Commerce, covering exports, and by 
the U. S. Tariff Commission, covering imports. 

Panel A which functioned on aromatics and allied com- 
modities were identical for the Department of Commerce 
end the U. S. Tariff Commission except for representation 
by the Navy. The panel consisted of Charles J. P. Gregg. 
of the U. S. Norman 
burns, representing State Department: Horace R. Joseph- 
son, Department of Agriculture: George Wythe and C. C. 
Concannon, Department of Commerce: M. J. Fields, U. S. 
Treasury; Norris J. Kenney. War Department; and the 
Navy was represented on the Commerce Department pane! 
by Arthur Wolf. while Capt. W. P. Fetzer represented the 
Navy on the U. S. Tariff Commission panel. Frank White- 
house and Henry M. Pauley are the panel secretaries for 
the U. S. Tariff Commission. 

The discussions in-the panels threw little light on the 
real activity behind the scenes. At this stage the effort ot 
the participants from Government is to keep most of the 
facts under blankets. The purpose obviously is to let as 
little information leak out to the other 17 nations as is 
possible. The commodities in the schedule included orange 
oil, of special negotiating interest to Brazil and France. 
who wish the present tariff of 25 per cent reduced. Sanda! 
wood oil, supplied by India and France. as well as Austra 


Tariff Commission. as chairman: 
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lia, to be lowered from the present duty of 12! per cent; 
clove oil, which comes from French Zanzibar and Mada- 
gascar, with a current duty of 12!» per cent; eucalyptus 
vil, from Australia, and a small quantity from Spain, with 
a tariff of 15 per cent: grapefruit oil. imported from Cuba, 
under a tariff of 10 per cent, and from the United King- 
dom, with a tariff of 25 per cent: patchouli oil, from 
france and the United Kingdom, with a tariff of 1245 per 
cent; peppermint oil. of which the mentha piperita for 
flavors is imported from the Soviet Lnion and the United 
Kingdom, and the mentha arvensis, for production ol 
natural menthol. is imported from Brazil. Both are now 
brought into the United States under a tariff of 25 per cent. 

Ambergris comes chiefly from the United Kingdom with 
an ad valorem duty of 20 per cent. Both 
Switzerland are negotiating a new trade agreement cover- 
ing geraniol, now covered by a tariff of 30 per cent. China 
seeks a new deal on the importation of musk, which is now 


France and 


covered by a duty of 20 per cent. France seeks a new 
agreement on natural and synthetic aromatics, not other- 
wise listed. especially hydroxycitronellal. the duties on 
which range from 221% per cent to 45 per cent. 

France also seeks a new agreement on mixtures of per- 
fume materials, including semifinished concentrated prod- 
ucts which contain essential and floral oils. fixatives, and 
other natural or synthetic chemicals. used in perfumes 
toilet waters. cosmetics, and similar preparations. The 
present duty is 40¢ per pound plus 30 per cent duty. 

Cuba. France. and the United Kingdom seek a new 
arrangement on the importation of perfumes, toilet waters. 
sachets. bath salts. dentifrices. talcum powders, creams. 
rouges. hair applications, deodorants. shaving creams. 
depilatories. manicure preparations. and similar commod- 
ities, which are now taxed at rates ranging from 37!2¢ to 
40¢ per pound. plus 371% per cent duty. France and Cubs 
want to negotiate a new agreement on finished perfumes 
and toilet waters containing alcohol which are taxed pres- 
ently 40¢ per pound plus 3715 per cent ad valorem. United 
Kingdom seeks a new agreement especially on bath salts 
which are taxed from 25 per cent to 371% per cent. France 
seeks an adjustment on various toilet preparations which 
now are assessed a duty of 40¢ per pound plus 37! per 
cent duty. United Kingdom wishes to bring in bay rum 
at a new rate, changing the existing duty of 40¢ a pound 
plus 60 per cent ad valorem. And. finally. France wishes 
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to negotiate a new tariff on floral waters which are now 
assessed 10 per cent duty. Reductions also are sought on 
the duty on corn oil, palm kernel oil, coconut oil, and 
castor oil, as well as on oleic and stearic acids, on flavoring 
extracts, glycerin and citrus juices. The Netherlands and 
Brazil want a reduction of the duties on cocoa and choc- 
olate products. Cuba and Canada wish a lower duty on 
honey. 


OPPOSITION TO REDUCTION IN TARIFF SCHEDULES 

The briefs and the testimony given throughout the hear- 
ings apparently show that American business people are 
opposed to further reductions in the tariff schedules. The 
pressure of public opinion has impressed the Congress, and 
is responsible for the introduction of several bills requir- 
ing the Administration to postpone any action in negotiat- 
ing new trade agreements until the Tariff Commission may 
make a special study and report to the Congress. 

It is of interest, naturally, that the Import Advisory 
Committee, recently created by the Department of Com- 
merce, lists as a member V. H. Fischer, vice president of 
Dodge & Olcott, Inc., as representative of the essential oil 
importers. It will be the duty of the Advisory Import 
Committee to give counsel to the Department of Commerce, 
and to its various officials. 


EXCISE TAXES TO CONTINUE 


After much fireworks, the House by a vote of 373 to 35 
passed the Bill continuing the excise taxes which include 
the retail taxes on cosmetics, perfumes, and toiletries. 
There is small doubt the Bill will be approved by the 
Senate. The action is regarded as a way of reducing taxes 
It is 
hoped, before the Congress gets through with its tax and 
budget discussion, that it will have added $1,200,000,000 
additional revenue by means of taxing the so-called luxury 
classification. 


by imposing higher taxes on certain luxury items. 


Lead, zinc, copper, tin are still short, and Government 
sources do not apparently foresee any material relief. The 
same holds good in regard to paper and paper products, 
although production of many types of supplies are increas- 
ing. The latest report of the Bureau of the Census showed 
< decrease in the production of glass containers for 
toiletries and cosmetics. The decrease was largely in glass 
containers for domestic use, while the production for ex- 
port increased sharply. Closures, over-all. were in better 
supply and production. 





SUGAR REMAINS SHORT 


For an indefinite period sugar remains under rationing 
for industrial purposes, at least until the Supreme Court 
finally decides whether or not historical use is illegal. If 
historical use is voided, it means that any one using sugar 
for industrial purposes is entitled to just as much as the 
next man regardless whether he began business in 1912 or 
in 1947. It may be some time before the final decision is 
reached. One of the latest rulings of the OTC is that 
manufacturers of sugar-containing products who went into 
business during the war, or increased their capacity, will 
be given allocations to prevent hardship. OPA warns. 
while allocations will be made as quickly as possible, it 
will take time to prepare and distribute the necessary 
forms and to process the applications. It is promised that 
all eligible manufacturers will receive their allocations by 
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April 1. Increased population factors will be regarded as 
sound reasons for favorable action. The sugar shertage is 
still serious, and the Department of Agriculture has ad- 
vised Congress it will ask that rationing be continued 
through this year. Secretary Anderson has pledged he will 
make every effort to obtain for the United States more of 
the world’s supply. It is hoped the U. S. supply will be 
increased by 40 per cent, over-all, for industrial and 
domestic Several bills have been introduced in 
Congress to prevent exportation of sugar. 

The prediction here is that only good grades of citrus 
fruit will get good prices. Lemons, by agreement of com- 
mercial growers, are to be pro-rated in intrastate ship- 
ments in California and Arizona, as well as in interstate 
shipment. 


needs. 


Prices of fats and oils are expected to decline, according 
to the Office of International Trade, but the supply of 
coconut oil and other soap fats is not expected to increase 
very rapidly. Apparently the various agencies will ask 
Congress to continue the export and import controls on 
fats and oils. It is pointed out that production in inedible 
oils and fats is far below the demand. We are 1,600,000.- 
O00 pounds short of our needs. 

An announcement in the Journal Officiel De Madagascar, 
just received in the Capital, announces, as of November 
27, 1946, that on September 7, the Governor General 
removed the minimum export price for essential oils. The 
original order, promulgated on March 2, 1946, fixed the 
minimum base for export prices as the F.O.B. price in CFA 
francs, which was the price set for dealing with France 
and the Colonies. There was no minimum in prices for 
the French, but the minimum applied solely to export. The 
order also involved a special export tax, which likewise is 
now removed. This tax averaged about 10 per cent on 
essential oils such as ylang-ylang, lemon grass, basil, palm- 
rosa, clove oil, and similar oils. There also was a tax of 
20 per cent on vanilla. The over-all tax which is now 
removed from Madagascar exports of interest to the indus- 
try approximates 25 per cent. 

The Eastern Regional Laboratory of the Department of 
Agriculture confirms that it is commercially practical to 
first take the bouquet out of fresh apple juice and then put 
it back. It has been found feasible to separate 10 per cent 
volatile flavoring of a given volume, and to concentrate the 
remaining 90 per cent into bland apple syrup or commer- 
cial apple concentrate. 


ARGENTINIAN ANISE AND MINT IMPORTS REDUCED 


Word received by the U. S. Government from Buenos 
\ires announced that the Argentinian Government has 
reduced the quota on imports into that country of oil of 
anise and oil of mint. Hereafter the over-all quota of 
imports permitted from ALL countries has been set at 500 
kilograms oil of anise, and 1,000 kilograms oil of mint. 
The United States is the principal supplier of these 
materials. 

The Bulgarian Mission to the United States notified the 
U. S. Government that as of January 24, 1947, a law 
promulgated in Bulgaria requires that no private processor 
cf attar of rose, rose concrete. or rose absolute may sell the 
products. In the future all purchases must be made from 
the Bulgarian Agricultural and Cooperative Bank, Institute 
cf State, at Sofia. The sale of these products therefore 
becomes a Government monopoly. 
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These skilfully blended Norda flavors embody the natural 


taste of freshly picked fruit, yet have the added advan- 
tage of concentrated strength ideal for stretching natural 
flavors. Any one of the three — Imitation Strawberry, 
Raspberry, or Cherry — merely by being used alone can 
completely replace your natural flavors. Excellent for 


hard and soft candies, gelatin desserts, etc, 


Write for workin; samples and full details, on your company letterhead 


Norda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 
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THE ROUND TABLE - 


Francois Goby of Grasse, France, 
Elected a Co-Governor of Georgia 


Francois Goby, president and gen- 
eral manager of Tombarel Freres. 
Grasse, France. sailed on the “Ameri- 
ca’ February 6 
after spending 
three months in 
the United States. 

Except for an 

airplane trip to 

California all of 

Mr. Goby’s time 

Was spent in con- 

ference with ex- 

ecutives of the 

American ; 
pany, Tombarel Francois Goby 
Products Corp.. New York, N.Y. 
Incidentally the trip to the United 
States was made by airplane as was 
also his trip to California. The trip 
to the United States was his twentieth 
and his trip to California was his 
first one in ten years. 

Mr. Goby reports that although 
conditions have improved consider- 


com- 


ably abroad in so far as raw materials 
are concerned, the production of 
some of the finer Grasse floral prod- 
ucts is, however. still below normal 
and insufficient to meet the demand. 

While in the United States Mr. 
Goby was a guest of Reginald Town- 
send of Lennen & Mitchell Inc. at 
the annual meeting of the circus of 
Saints and Sinners at the Waldorf- 
Astoria hotel: and was delighted to 
be elected and sworn in together with 
999 other guests present, as co-gov- 
ernor of Georgia. 


C.M.R.A. Holds Meeting to Discuss 
Trade Between U. S. and Canada 


“The Long View on the Chemical 
Trade between the United States and 
Canada” was the keynote of a meet- 
ing held by the Chemical Market Re- 
search Association, held at the Mount 


Royal Hotel. Montreal. Feb. 6. 1947, 
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according to James G. Park, chair- 
man of the Public Relations Commit- 
tee. 

William H. Losee spoke on “Can- 
ada as a Producer of, and a Market 
for Chemical Products,” and Prof. 
H. R. Kemp and R. N. McCormick 
spoke on the “Aspects of the Tariff 
Relations between Canada and the 
United States with particular refer- 
ence to the Chemical Industry.” 

Following a social hour, the Honor- 
able C. D. Howe made a dinner 
speech. He was introduced by Victor 
G. Bartram. 


Mock Addresses N. Y. 
State Bar Assn. 


In his address before the section 
on Food, Drug and Cosmetic Law of 
the New York State Bar Association 
Jan. 23. 1947. Hugo Mock, counsel 
for the Toilet Association, 
said: 


( ,00ds 


~The experience of the toilet goods 
industry under the Federal Food. 
Drug and Cosmetic Act of 1938 in 
general has been so favorable that 
it would prefer the supervision of the 
Food and Drug Administration to 
that of other federal or state agen- 
cies.” 

He also said that the industry would 
prefer not to have a division of au- 
thority between the Federal Trade 
Commission and the Food and Drug 
\dministration. 

He suggested that while Section 801 
of the Act permits U. S. manu- 
facturers to produce on an equal foot- 
ing with foreign competitors, it would 
be wise for them to see that articles 
intended for export are just as safe 
to use as cosmetics intended for do- 
mestic consumption. 

Finally. Mr. Mock said. “Let 100 
per cent truth still remain the cri- 
terion both in advertising and label 
ling. but honest experiment should be 
encouraged.” 


LeRoy Root Appointed Sales 
Manager by Scoville Mfg. Co. 


LeRoy Root, Chairman of the con- 
vention committee of the Toilet Goods 
\ssn.. who served as cosmetic con- 
tainer sales man- 
ager of the New 
York office has 
been appointed 
sales manager of 
the Drug and Cos- 
metic Container 
Division of the 
Scoville Mfg. Co. 
with headquar- 
ters in Water- 
bury. Conn. 

He will 
charge of national sales development 
and promotion. He has been with the 
New York office for over 25 years. 
E. J. Hemlock has been appointed 
sales manager of the division in New 


York. 


LeRoy Root 
have 


Dr. Rudolph G. Liszt Perfects 
Face Chartograph for Cosmeticians 


Dr. Rudolph Liszt, author of The 
{rt of Make-Up, who is known for 
his services in making up movie and 
other celebrities. has designed a face 
chartograph. Working on the theory 
that the human eye cannot detect the 
shape of the face and that up to now 
there has been no accurate way of 
determining the seven types of faces. 
Dr. Liszt worked out his chartograph. 
Its purpose is to enable anyone to use 
it for the proper application of rouge 
and other cosmetics according to the 
shape of the face. How rouge should 
be applied is indicated. 


P.M.M.1. to Hold Semi-Annual 
Meeting in April 

Members of the Packaging Ma- 
chinery Manufacturers Institute will 
hold their semi-annual meeting April 
7. 1947 at the Hotel Warwick. Phila- 


delphia. Pa. 
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Who Want Success Through Quality 


HENRI ROBERT Inc. 


Distinctive American raw materials for perfumes ... in the French tradition 
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He is now the exclusive representative in the Western Hemisphere for: 
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CREATOR OF AMBRAROME, CARDAMINE ESSENTIAL OILS AND ABSOLUTES OF 
AND OTHER VERY MODERN SPECIALTIES EXCEPTIONAL QUALITY MANUFACTURED 
USED IN MANY LEADING SUCCESSES FROM THE PRINCIPLES ESTABLISHED 
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HENRI L. ROBERT 


CREATEUR DE PARFUMS 


WILL PERSONALLY HELP YOU UTILIZE THESE THREE SOURCES OF OUTSTANDING 
RAW MATERIAL AND ENABLE YOU TO DEVELOP MODERN PERFUMES OF BEST 
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174 February, 1947 The American Perfumer 














Hoyer of John Powell 
Urges U. S. to Export 


David G. Hoyer, vice-president of 
John Powell Export Co., and John 
Powell International, Inc., New York, 
N. Y., has just 
returned from a 
three - months’ 
business survey 
of Europe. W hile 


visiting Algeria, 


ae w 


: 


* 






Greece, Italy 
Egypt. France, 
Belgium, Hol- 


land, Denmark, 
Norway, Sweden 
and England he 
talked with hun- 
dreds of business men, government 
officials and plain citizens. From 
these findings, he voices the warning 
that unless U. S. business men ex- 
port as much as possible they will 
find themselves completely out of the 
world export picture. 

Mr. Hoyer. Ww ho used every means 
of transportation from four-engined 
aircraft to donkey cart, believes that 
the Dutch and Norwegians deserve 
the most credit for the job they are 
doing in recuperating from devasta- 
tion and pillage. 

The most pitiful conditions are 
those observed in Greece and Italy. 
France, Belgium and Sweden, Mr. 
Hoyer found, were in somewhat bet- 
ter condition than most of the coun- 
tries in Europe. Sweden stands out 
in contrast because it was untouched 
by the war. 

England presents the greatest in- 
dustrial progress with the least corre- 
sponding betterment of the standard 
of living. The reason is that England 
is exporting almost 75 per cent of its 
production. The U. S. should take a 
England look toward 
exporting more goods. If we don't, 
we are going to find ourselves out of 
the export picture entirely. 

In Africa, Egypt and Algeria are 


David G. Hoyer 


lesson from 





putting modern methods into opera- 
tion in agriculture. 

Mr. Hoyer returned to this coun- 
try recently on the liner “America.” 


Dr. Saul Speaks at 
Hofstra College 


Dr. Everett L. Saul of the Felton 
Chemical Co., Brooklyn, N. Y.,  re- 
cently presented a talk on the sub- 
ject of “Chemicals of Perfumery” to 
the student chemical society of Hol- 
stra College in Hempstead, L. I. The 
students showed a great deal of in- 
terest in Dr. Saul’s talk and to sam- 
ples shown of floral absolutes and 
unusual perfume chemicals. 


Dorland-Renter 
Marriage 


Ralph E. Dorland, manager of the 
New York branch of Dow Chemical 
Co., Midland. Mich.. was married 
Feb. 1. to Julia A. Renter in The 
Little Church Around the Corner. 
Mr. Dorland is chairman of the board 
of the New York Board of Trade. 
president of the Synthetic Organic 
Chemical Manufacturers’ Assn., a 
member of the board of trustees of 
the Chemists’ Club, and was a former 
chairman of the Drug and Cosmetic 
Section of the New York Board of 
Trade. 

The newlyweds have been spending 
a month in Florida on their honey- 
moon, 


Hunter College Offers 
Incustrial Design Course 


A new course in Industrial Design 
with Emphasis on Packaging will be 
offered in the coming Spring term 
of the Hunter College Evening and 
Extension Division. The course will 
meet on Thursday evenings from 7:00 
to 9:30, at the main building of the 
college. 68 St. and Park Ave.. New 
York. N. Y. 





1947 to Be Abnormal 
Year for Essential Oil 


William Schilling. Jr.. president of 
the Essential Oil Association. speak- 
ing at the Annual Meeting of the as- 
sociation, held 
Jan. 10, at the 
Pennsylvania Ho- 
tel, said that the 
industry would 
not return to nor- 
maley during 
1947. He stated 
that there are too 
many domestic 
and international 
problems in the 
picture, as well 
as shortages in imports from France, 
Java and the Far East, to permit a 
return to pre-war standards. 

Michael Lemmermeyer, chairman 
of the aromatic committee, urged the 
membership to give consideration to 
a schedule of price differentials on 
aromatic chemicals based on the size 
of package. 


William Schilling, Jr. 


\ report on new standards for 
lemongrass. terpineol acetate and 
heliotropine was given by Dr. Eric 
Kunz, chairman of the scientific sec- 
tion. 

F. L. Goudsmit, chairman of the 
export committee, remarked on the 
unsettled condition of the various 
parts of the world as the condition 
affects exports, and then said: “The 
(\merican product as well as the 
(American business man has a good 
reputation in the world market and 
it is up to us to keep it so. For the 
coming years I feel that we may have 
a prosperous export trade in spite of 
all the difficulties, but we must devote 
ourselves to it wholeheartedly and on 
a basis of reciprocity.” 

The following officers were re- 
elected to the association: William 
Schilling, Jr., president: Louis Rapin, 
vice-president. and Robert B. Mag- 
nus, secretary and treasurer. 





Sales representatives from all over the country, West, South, East, 
North, and even Canada, came in for the semi-annual sales meeting 
of Prince Matchabelli, Inc., New York, N. Y. Daily meetings were 
held in the newly opened Crown Room, which many of them saw for 


the first time. 
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Among those who attended the dinner party held by Schimmel & Co., 

Inc., New York, N. Y., on the occasion of a meeting of sales repre- 

sentatives, were Mrs. G. Keller, M. P. Yates, B. G. Wirsing, B. A. 

Pegushin, Mrs. B. G. Wirsing, G. Keller, H. H. Eickmeyer, Mrs. F. 
Koch, J. H. Hille and F. Koch. 
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Daggett & Ramsdell’s end-of-the-year sales meetings at the Hotel New Yorker brought in 
a large group of field representatives to discuss selling plans for 1947. 


Cosmetic Credit Men Make 
Merry at Annual Winter Party 


With the informal that 
marks the social gatherings of the 
Drug. Cosmetic & Chemical Credit 
Men’s Association the members and 
their guests enjoyed the annual Win- 
ter party at the George Washington 
Hotel, New York, N. Y.. on the eve- 
ning of January 24. The festivities 
opened with a cocktail hour, during 
which time ereeted old 


gavety 


members 


Joseph C. Lynch expounds his conviction as to the 
business outlook to F. $. Spon and Nelson MacFaul 


Two former athletes Hilary Herchel- 
roth and W. E. Foster discuss the past 
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friends and made new acquaintances. 


after which the banquet was held. 
\ high order of professional enter- 
tainment was provided, after which 
dancing was enjoyed until a late 
hour. Foltowing the banquet Chair- 
man G. Wohlfort presented retiring 
chairman Joseph C. Lynch with a 
leather portfolio as a token of appre- 
ciation from the members for his able 
administration of the group. New 
officers of the association for 1947 
are: Gus Wohlfort. chairman: O. D. 


Co-workers: Augustus Kranich, Bert 
Moung and Prexy Herbert Kranich 


Ray Holliday, Charles Darr, Warren Gardner and Miss Ida Hill 
pause to watch the merrymakers choose partners for dancing dustry and Mrs. Voss greet friends 


Clayton. vice chairman: Charles 
Noble, treasurer, and F. Daleo, secre- 
tary. Nat Otte is the group secretary. 


Ernest Shifton Becomes van 
Ameringen-Haebler Vice-President 


Ernest Shiftan has been elected 
a vice-president of the van Amer- 
ingen-Haebler, Inc., New York, N. Y. 

Mr. Shiftan has been a member of 
the van Ameringen organization in 
the capacity of perfumer since 1939. 
Prior to his present association. he 
was a consultant in Paris, closely as- 
sociated with the French perfume in- 
dustry for many years. Mr. Shiftan’s 
activity in the perfume field dates 
hack to 1919 when he received his de- 
gree as chemical engineer in Vienna. 
Several important aromatic chemicals 
and processes in general use today 
were developed in his Paris labora- 
tory. and his creative contributions 
to the perfume industry both in Amer- 
ica and Europe are significant. 


Maryland Glass 
Moves Office 
The Maryland Glass Corp., has 


moved its office from 270 Broadway 


New York, N. Y.. to 50 Journal 
Square, Jersey City 6, N. J. 


Mr. and Mrs. Frederick Beyer and their son Daniel 
were among those who enjoyed the Winter party 


Karl Voss, genius of the paper box in- 
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Conklin Honored for Foragers at 
Fiftieth Anniversary Dinner 


The oldest association in the cos- 
metic industry, the Foragers of 
\merica, held its fiftieth anniver- 
sary banquet at the Biltmore Hotel. 
New York, N. Y., on the evening of 
January Ll. Charles Everett was 
toastmaster, and President Walter A. 
Conklin made the address of wel- 
come, after which Stanley Park pre- 
sented Mr. Conklin, the retiring presi- 
dent, with an engraved gold watch 
from the association as a token of 
appreciation for his services to it. 
Cuff links were also presented to him 
from his many friends in Chicago. 
\side from the entertainment the 
only other address was by Paul H. 
Douglas, president of the Toilet 
Goods Association. Officers of the as- 
sociation for 1947 are: Stanley Park, 
president ; A. J. Connolly. vice presi- 
dent; George B. Dermody, secre- 
tary and treasurer; and board of gov- 
ernors: A. Bradley, Walter Braun- 
nies, Walter A. Conklin, George B. 
Dermody, Charles K. Everett, J. J. 
Franz, Frank Hogarth, Roy Mur- 
phey, T. D. Nolan and W. C. Ro- 
chelle. Two of the original Foragers, 
William Randall and A. C. Nieder- 


meyer, were guests of honor. 





William Randall and A. C. Niedermeyer, 
original Foragers, were guests of honor 
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Walter S. Jenkins, Bow Tie Club founder, poses 
with J. H. Stephenson, J. Keil and F. Graham 








Dr. Alexander Katz, founder of the company that bears his name, gathers in Dallas, Texas, 
with his old friends and associates; A. E. Illes, George M. Illes nd R. E. Illes 


ADCAM Installs 
New Officers 


The first meeting of the Allied Drug 
and Cosmetic Association of Mich- 
igan was held at the Detroit Leland 
Hotel, Jan. 14. 

New officers, headed by Stewart 
Cowell, president, were installed. 
Other officers are: John Stephenson 
vice-president; Arwood S. Bedell, 





Stanley Park presents an engraved gold 
watch to Ex-President Walter S. Conklin 


Good humor abounds when C. R. Keeley, Joseph Kehoe, Kyle 
Sheffield, B. Ryan and j. Fenlon are gathered together 


Herman Brooks, 
lin compliment Hal Hutchins on his Newsletter 


secretary; and Roy Farnum, treas- 
urer. 

\ full program for the new year 
is planned, with meetings scheduled 
as follows: Feb. 26, Detroit Leland 
Hotel; March 26, at the home of 
Donald Melville; April 22; May 27; 
June 24; July 22; Aug. 26; and 
Sept. 23. All of the later meetings 
are to be held at the Birmmgham 
Country Club. 








Paul Douglas and Walter Conk- 





Harold Sheffield, Stanley Barker and 
]. Baird Magnus enjoy the festivities 


February, 1947 177 








, ing pre 

. gritty of harsh 

rancid odor. 
Marketed 7-20 Ib. fib 


? 


bland odor. : 
Marketed in 400 Ib.) 
drums. ‘ 


nd 
(n-Butyl Parahy 


eoctivity 


Readily soluble in aleoh 
solutions and many other 
mold rowth. 


MERCK & CO., Inc. Manufacturing Chemists RAHWAY, N. J. 


New York, N.Y. + Philadelphia, Pa. + St. Louis, Mo. + Elkton, Va. + Chicago, Ill. +» Los Angeles, Calif. 
In Canada: MERCK & CO., Ltd., Montreal + Toronto + Valleyfield 
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Dr. Robert Haring 
Joins John Powell & Co. 


Dr. Robert Haring has joined John 
Powell & Co., Inc., New York, N. Y. 
He will be connected with the com 
pany s insecti- 
cide, rodenticide 
and herbicide re- 
search organiza- 
tion. 

Dr. Haring, 
who holds a B.S. 
in Chemical En- 
gineering from 
the University of 
Washington and 
Ph.D. in Chemis- 
trv from the Uni- 
versity of Wisconsin, is a member of 
the American Chemical Society. the 
American Association of Economic 
Entomologists and the N. Y. Acad 
emy of Science. 


Dr. Robert Haring 


Fred Keller Joins 
Father’s Firm 


Frederick D. Keller, broker and 
agent in crude drugs, essential oils 
and closely related items, has an- 
nounced that his son Fred W. Keller 
has become a partner in the firm. 
Prior to entering the Armed Forces 
in 1942, Mr. Keller assisted his 
father in the brokerage business, thus 
acquiring a broad knowledge of the 
business. 


Tombarel Products Corp. Completes 
Decade of Steady Growth 


Tombarel Products Corp., New 
York, N. Y., has just celebrated the 
tenth anniversary of its organization 
under the management of L. J. Zol- 
linger, president and treasurer. Dur- 
ing this time under his able direction 
the company has shown marked 
growth. 

Further expansions are being plan- 
ned; and as a step in this direction 
Dr. Paul Muhlethaler, formerly of 
Switzerland and son of the late Th. 
Muhlethaler, joined the company a 
few months ago. Dr. Muhlethaler, 
who was born and educated in 
Switzerland, took his doctor’s degree 
in chemistry at the University of 
Geneva in 1925. Since then he has 
been engaged in the essential oil and 
the aromatic chemical industries and 
generally in the perfumery industry 
both here and abroad. He has been 
in the United States since 1941. 

At a recent meeting Dr. Muhle- 
thaler was elected vice-president and 
assistant manager of Tombarel Prod- 
ucts Corp. In his new position Dr. 
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Muhlethaler will continue to devote 
most of his time and attention to the 
creation of new products as well as 
supervise the production of the com- 
pany’s established products. 

William Fairhurst who has been 
with the organization since its in- 
ception rejoined it last year after 
his discharge from the Army where 
he served as a lieutenant in Sicily. 
France and Germany. Mr. Fairhurst, 
who with Alphonse Pillet hitherto 
handled metropoliian sales has as- 
sumed the direction of all sales in 
the eastern states and Canada. H. 
Miller who is assistant treasurer has 
also been associated with the com 
pany since its inception. 


Florasynth Laboratories 
Declares Second Bonus 


Florasynth Laboratories, Inc., New 
York, N. Y., has announced that a 
second bonus was declared for the 
year 1946, and was presented as a 
holiday gift to employees. The first 
bonus for the year was given in July. 
This gesture was another manifesta- 
tion of the long-term program of ex- 
cellent employer-employee relations 
which exist within the company. 


Innis, Speiden 
Quarter-Century Club 


W. H. Sheffield, president of Innis 
Speiden & Co., New York, N. Y., has 
formed a Quarter-Century Club of 
members of the organization who 
have served the firm 25 vears or 
more. 

Members of the club who are not 
shown in the accompanying photo- 
graph are: Henrietta P. Runyon, 
James O'Connell. Jr.. A. F. Guneen. 
William J. Thorn. Edward D. Bau- 


meister and R. P. Heron. 





Shown in a group around Mr. Sheffield are 
the charter members. Seated from left to 
right are: Thomas G. Flavelle, William H. 
Sheffield, Charles C. Wickstead. Standing 
are: P. L. Frost, John Breckwoldt, George 
Sonnek, Rose G. Olivier, Herbert S. Cottrell, 
Frank Grilli, Herman Price and Paul W. 
Hiller. 









George Hartz Joins 
Orbis Products 


George Hartz has joined Orbis 
Products Corp., New York, N. Y., in 
a technical sales capacity, according 
to an announce- 
ment by Charles 
J. A. Fitzsim- 
mons. president. 
Mr. Hartz will be 
engaged in tech- 
nical sales work 
in insecticides, 
essential oils and 
perfume com- 
pounds and will 





do some research 
George Hartz work on new 
products. 

Mr. Hartz is a graduate in Indus- 
trial Chemical Engineering from 
Pratt Institute, and has done post 
graduate work at Brooklyn Polytech- 
nic Institute. His background covers 
work with essential oils, aromatic 
chemicals, drugs, insecticides, cos- 
metics, chemicals and flavors. 


Hercules Powder Report Shows 
Operating Cost Breakdowns 


The 1946 annual report of Hercules 
Powder Co., Wilmington, Del., shows 
a net incom? for the year of $8,409,- 
843. 

A comparison of the 1946 opera- 
tions of the company with an average 
of the four pre-war years 1936-39 
shows an increase in net sales of 160 
per cent; Federal taxes, 468 per cent; 
net income, 98 per cent; dividends 
on common, 20 per cent; gross plants 
and property, 93 per cent; net work- 
ing capital, 66 per cent; number of 
employees. 88 per cent; total wages 
and salaries paid, 221 per cent; and 
research expenditures, 217 per cent. 


Heyden Chemical 
Buys Nyal Co. 


Announcement has been made of 
the purchase of Nyal Co., by the Hey- 
den Chemical Corp. New York, 
N. Y.. from Sterling Drug, Inc. The 
purchase price was not stated. 

Five Heyden officials have been 
elected to the Nyal Board of Direc- 
tors to replace Sterling personnel. In 
addition to B. R. Armour, president 
of Heyden Chemical Co., they are: 
Dr. R. W. Harris, Paul van der 
Stricht, Dr. Gregory Stragnell and 
Dr. H. A. Cheplin. 

It is not expected that there will be 
any change in general Nyal policies. 
This is the sixth important acquisition 
by Heyden in the past two years. 
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? Distinguished Names 
In The Perlume and Flavoring Industry 






DR. ALEXANDER KATZ & CO. 


Perfume and Flavoring 
Raw Materials of Quality 
MADE IN CALIFORNIA 
e 
PAMIR TIBET 


Supreme Perfume Base 
















CONCENTRATED 
CITRUS OILS 
FIVE AND TEN FOLD 


Lemon — Lime — Orange 













Our Research Laboratory Is At Your Service 
TH ALEXANDER KATZ \ (0) 4641-43 HOLLYWOOD BOULEVARD, LOS ANGELES 27, CALIF. 

" | e 948 HOWARD STREET, SAN FRANCISCO 3, CALIFORNIA 
ESSENTIAL AROMATICS CORP. 304 EAST 23rd STREET, NEW YORK 10, NEW YORK 


CHICAGO ¢ DALLAS © SAN FRANCISCO ¢ SEATTLE © NEW ORLEANS 
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A\ compendium of significant news and views 


Harold Hutchins says... 


RANDOM THOUGHTS 


Each month, with fingers posed 
over the keys of our trusty portable. 
in the pick and peck method of pre- 
paring our copy for this enlightening 
department of THE AMERICAN PER- 
FUMER, the same feeling returns. 
Suppose a fellow went to sleep, say 
twenty years ago, and returned to 
this industry? Would he recognize 
half the names of materials? The 
next thought, with recurring fre- 
quency, is where would the fellow, 
after his nap, find the things he used 
to know and laud as being worth- 
while? Would he locate half of them, 
today? We are familiar with these 
changes of the past several decades, 
thanks to the editorial and advertis- 
ing pages of our trade publications, 
but this imaginary Rip Van Winkle- 
type-of-person worries me. Poor him! 


OPPOSITE EXTREMES 


Do you ever think of the record 
potato crop and DDT, together? Well, 
you should, for experimental spray- 
ing has shown that DDT contributes 
to record potato crops. Somehow, the 
parasites destroyed make better and 
bigger spuds. On the other side of 
the picture, indiscriminate spraying 
of DDT against the squash borer pest 
led to poorer varieties of the plant. 
So, you never can tell! We haven't 
yet found the one miracle agent for 
everything, which means the panacea 
of the ancients is still for the future. 
But, the search has uncovered some 
mighty interesting results! 


POSTERITY PROJECT 

Interest in old pharmacies came a 
century or more after the best ex- 
amples went into the limbo of really 
forgotten things. We wonder if any- 
body is thinking ahead and preserv- 
ing a barber shop of 1890 and a 
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beauty parlor of 1906? Do you sup- 
pose that the Smithsonian Institution 
would accept these? In New York 
City. how about the Museum of the 
History of New York? Will one of 
you please find the barber shop and 
the beauty parlor and then talk to 
those people? 


ARE WE ANGRY? 


One of our pet ideas. a book illus- 
trated by strip film, is now actually 
available. Why didn’t we do some- 
thing about it? We were, no doubt. 
just discouraged by our good 
“friends.” But, are we angrv? Defi- 
nitely, not. 


JUST WONDERING 


Saunders has published four vol- 
umes, with one volume of index, en- 
titled “An Integrated Practice of 
Medicine.” containing thousands of 
pages of text and pictures. We are 
wondering whether the cosmetic in- 
dustry could gather material from its 
numerous super-experts on the sub- 
ject and do a similar job for our in- 
dustry. It would be a monument to 
the true spirit of service. 


GUESS WHO? 


If you haven’t read it elsewhere. 
America won all Nobel Science Prizes 
for 1946. The only time, before. the 
seven awards went to one nation. it 
was—you guessed it—Germany. How 
times have changed! 


EXPANDS QUOTA 


With the single exception of per- 
fumes, Great Britain has expanded its 
import quotas for all cosmetics to the 
extent that each U. S. manufacturer 
may now ship a yearly quota of each 
of his products not exceeding 20 per 
cent of the value of his annual ship- 
ment to Britain in 1937-1938. 


TURNING THE TABLES 


From an examination of the most 
recent reports in the medical litera- 
ture devoted to dermatology, it ap- 
pears the trend is reversed. At one 
time. the cosmetic people borrowed 
from the pharmaceutical crowd. But, 
now. the physician-dermatologists are 
crowding their journals with mate- 
rials produced and formulated by the 
cosmeticians. in cosmetic 
chemistry and cosmetic formulation 
soon will be required of our budding 
medicos. Which reminds us of one 
course being given to post-graduate 
physicians, all of whom are former 
GI's, on cosmetic and prescription 
formulation, consisting mostly of 
theory and demonstration. Any sam- 
ples or literature you may have for 
distribution or library use will be 
welcomed for use in this course. Just 
send it along to me and I will forward 
it to the interested parties. 


Courses 


BLESS 'EM 


(American women are reported last 
year to have purchased 8000 miles of 
lipstick, 750,000,000 boxes of face 
powder and 400,000,000 rouge com- 
pacts. 


NEW INSECTICIDE 


A new insecticide which has shown 
promise in the control of cattle lice, 
locusts, grasshoppers, and some 
aphids has been tested with success. 
The chemical, reports the manufac- 
turer, can be applied either as a spray 
or in diluted dust form. 


NEXT TIME, MAYBE! 
McGraw-Hill Book Co. has listed a 


post-war, slightly-amended edition of 
“Cosmetic Dermatology.” Too bad this 
firm could not see its way clear to do 
the book. starting from scratch. 
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Floral creation of unusual intriguing 
odor...suggestive of the subtle charm and 
mystery of the native background 

with an appealing character that lends 


delicate bouquet to toilet waters and perfumes. 


Samples upon request 


LABORATORIES INC. 


CHICAGO 6 - NEW YORK 61 - LOS ANGELES 13 


DALLAS 1 * DETROIT 2 * MEMPHIS] * MINNEAPOLIS2 * NEW ORLEANS13 + ST.LOUIS2 * SAN BERNARDINO * SAN FRANCISCO3 © SEATTLE 4 
Florasynth Labs. (Canada) Ltd.—Montreal * Toronto * Vancouver * Winnipeg Florasynth Laboratories de Mexico S. A.—Mexico City 
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NEWS... Harold Hutchins Says -.. VIEWS 


INTERESTED? 


While it hasn’t anything to do with 
the cosmetic industry, you may be 
interested in some odd facts gleaned 
from reading in old medical-histori- 
cal tomes. For example, a doctor, 
John Dix Fisher, was responsible for 
the incorporation of the first asylum 
for the blind in this country. It hap- 
pened in Boston, in 1829. The first 
director of this asylum was Samuel 
Howe, a fire-eating Harvard Medical 
School graduate and a fighter with 
the Greek Revolutionists in their war 
against the Turks. back in 1825. A 
Colonel Perkins donated the first 
home to the institution. Its most fam- 
ous pupil was Laura Bridgman 
deaf, dumb and blind. She became a 
most useful teacher. Ann Sullivan, 
roommate to Laura Bridgman, blind 
or nearly so since birth, left the 
school of Dr. Howe to train a blind, 
deaf mute in Alabama. Her name 
was Helen Keller. But, more to come! 
Dr. Howe married Julia Ward. the 
poetess and author of the “Battle 
Hymn of the Republic.” Their oldest 
daughter. associate of her father in 
the direction of the Perkins School. 


PLYMOUTH CRYSTRYE 
WHITE OIL 


This oil has been the standard for many of America’s very 


married a Greek lawyer-social work- 
er. brought from Crete by her father. 
A son of Dr. Samuel and Julia Howe 
became Professor of Metallurgy at 
Columbia University. Three other 
daughters were famous in their own 
right as authors. While the foregoing 
is just a vignette of the glorious tra- 
dition of this country, isn’t it a re- 
freshing item to stumble into. 


TO CUT OR NOT TO CUT 


Being a small businessman myself, 
it is difficult to figure out how most 
of the small businessmen in this coun- 
try are going to be able to find 
enough money left over, after normal 
expenses are paid, to pay their in- 
come taxes. The rates are terrific and 
unreasonable. When a businessman 
gets in the red, he cuts down on ex- 
penses, but our Uncle Sam seems to 
keep right on sending billions all over 
the world to anyone who needs it. 
The Commerce Department recently 
asked for a 20 per cent cut in income 
taxes for small businessmen. It also 
proposed that dividends be exempted 
from the basic income rate on the 
ground that the corporations them- 
selves pay taxes on their earnings. 


Confidentially. there seems to be litt!e 


hope of a cut for a long time. 


oldest cream manufacturers since their origin. It is water- 


white and crystal-pure . . 


U.S. P. Acid Test and free of fluorescence. . . 


. odorless and tasteless . 


eee 


especially 


NEW PLAN 


William Peterman, Inc., has re- 
cently launched a new promotional 
program in their line of insecticides 
with new products that are reported 
to be the height of effectiveness. The 
packaging is decidedly different, in 
that the entire line is packaged as a 
single unit, thereby overcoming han- 
dling difficulties that formerly were 
represented by the wholesalers. 


GOOD NEWS 


Every good cook knows that little 
girls aren’t the only things made of 
“sugar and spice and all things nice.” 
Many savory foods had to be omitted 
from wartime menus, but the future 
looks bright for dishes using sugar 
and spice. Rumors predict an end of 
sugar rationing by April. With the 
exception of pepper, which will be 
short for the next two to five years, 
spice imports have been coming 
through for some time. Spices. as | 
studied about them from the late Dr. 


, Charles H. LaWall. have one of the 


most romantic histories of any other 
commodity, dating back to the days 
when they were used as precious 
jewels. Thank goodness those days 
are gone and everyone now can en- 
joy them. 


PLYMOUTH PETROLATUMS ILS. P. 


All Petrolatums are refined and straight filtered from 
Pennsylvania Crude. None are acid treated and all are 


refined for the cosmetic industry and as pure as a mineral 
oil can be made. Because of its extra lightness you should une Slee -enk-b 0.9.9 le 
Both soft, low melting point consistencies and pharma- 


specify it for the soft, light, fluffy creams demanded today. 


ceutical grades . . . as well as the regular grades for 


the drug and cosmetic industry. All grades are offered 


Other mineral oils of heavier body if desired. from Snow White to Amber. 


A Complete LINE OF COSMETIC RAW MATERIALS 


M. W. PARSONS 
y 


COT) 3 
and PLYMOUTH ORGANIC LABORATORIES, Inc. 
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Te clam M lll Oeste Pea telltale title 


He who knows how to produce BEAUTY will have people 
seeking his door. The Diaphanous thing of moonshine we call 
ee ee Oh 
ee MT et ML Sd 
Ue DS eta: 


et ae ele 2 


UC USOC LT Sst tae eet te a tT 
Tt 


DEVOTION 


ee CLT: 
the singer has been lost 


We humbly submit this FRAGRANCE SPARHAWK CO. 


Tae elit aed MT) diate) dT 
Understanding in Heart. 


When from the censor clouds of 
fragrance roll 
Be not like the stream that brawls fil _—— a CUA CMT 
sou 
OLR Lae meee | 
But in quiet self control pomp to flight 
‘ : Priests, tapers, temples swim 
Link together Soul with Soul ers ne arity P 


TT hey 


ee RUM hae abides Ee 


Pe Liat) 1) 


LULL itt LLEAED PPE PEPER EE aed eesrcsres nine a 
JOHN POWELL & CO. ING. 
Producers uf Fine Soaps Toilet Soup dpecialhes 
— Cup, PLAne.Grocwxp,PowDERED, MusaD 


ese.e scoorees 
aa. ONB PARK AVENUE 
eon NEw YORK 16,N.Y. 


SOAP BUYERS! 


POWCO BRAND—the standardized, airfloated Neutral Soap is the 


choice of manufacturers of leading brands of dentifrices and toiletries 


because it brings quality at a saving. 


Large production facilities make it possible to control the quality of 


Powco Brand and offer an economical, standardized, superior soap 


adaptable to many formulas. As soon as special imported oils are 


again available we will offer a wider selection of titres, etc. 


Consider POWCO BRAND—and make it your choice for a better 


quality, more economical, pulverized Neutral Soap. 


The American Perfumer 
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NEWS... Harold Hutchins Says --- VIEWS 


BEAUTY IS BIG 


American women will flock to the 
nation’s 125,000 beauty shops in rec- 
ord-breaking numbers in 1947 and 
the hair dressing industry will achieve 
a golden glint exceeding any pre-war 
year. Such is the gist of an opinion 
given by Gerald Gidwitz, president of 
Helene Curtis. world’s largest manu- 
facturer of equipment and products 
lor beauty shops. Thanks to (1) ex- 
traordinary success in obtaining ma- 
terials and supplies and (2) the ab- 
sence of work stoppages and (3) an 
early and thorough re-introdoctrina- 
tion of the sales organization, Helene 
Curtis sales in 1946 approximated 
$15,000,000, compared with the high- 
est pre-war sales of $3,440,653 in 
1941 and civilian product sales of 
$8,000,000 in 1945. It’s just the be- 
ginning, says Mr. Gidwitz. of produc- 
tion and sales that will head the 
beauty business to new heights this 
year. Shortage of beauty operators 
and of beauty shops that accrued dur- 
ing the war years are expected to be 
relieved by the graduation of hun- 
dreds of beauty operators from train- 
ing schools and by the recent relaxa- 
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tion of controls in the building field 
which will probably bring about the 
availability of many additional shops. 
Another factor, he believes, that will 
further enhance demand is the con- 
tinued growth of the cold waves. Pop- 
ularity of this method, although com- 
paratively new, arises from the fact 
that a woman can take a cold wave in 
perfect comfort and that this method, 
especially when properly used by a 
trained beautician, can produce a 
smooth, soft and natural-looking 
wave. The growing acceptance of the 
soft wave, produced without heat, is 
a trend that Mr. Gidwitz ventured the 
opinion that it would move higher in 
the future. 


TGA SCIENTIFIC SECTION 

The next meeting of the Scientific 
Section of the Toilet Goods Associa- 
tion will be held at the Waldorf- 
Astoria in New York on May 16, 
1947, reports Mark W. Tapley, Chair- 
man of the Section. Persons desiring 
to submit papers at the Spring meet- 
ing should advise H. D. Goulden, 
secretary of the Section at the earliest 
possible date, as only ten papers can 
be accommodated and all must be 
approved by the acceptance Com- 
mittee. 


CODAY 


GERARD J. DANCO, INC. 


3 EAST 44th STREET * 


TELEPHONE: VANDERBILT 6-098! 








FINE ESSENTIAL AND FLORAL OILS 


AROMATIC CHEMICALS 
MUSK—CIVET—AMBERGRIS 


EXCLUSIVE AGENTS IN THE UNITED STATES AND CANADA FOR - 
PAYAN & BERTRAND, S.A. ° 






DIRECT CONNECTION WITH THE BELGIAN CONGO SINCE 1893 


“QUALITY MERCHANDISE GUARANTEED BY REPUTATION” 


NEW YORK 17, N. Y. 


CABLE ADDRESS: CODAN, N. Y. 


GRASSE, FRANCE 





GUERLAIN UPHELD 


Guerlain, Inc., had fair trade con- 
tracts executed in the State of New 
York. Its price list, which was part 
of the contract, required that one 
dram of Shalimar Perfume or less be 
sold at $1.60. In other words, a dram 
of Shalimar Perfume sold for $1.60 
and one-tenth of a dram sold for 
$1.60. Nips. Inc., re-bottled Guerlain 
Perfume in small vials or ampules 
containing one or two drops of per- 
fume. which were retailed by F. W. 
Woolworth Co. for 10c. An action 
was commenced in the Supreme 
Court and on motion, Judge Church 
granted a temporary injunction. The 
case was then tried before Judge 
Koch who reversed Judge Church. 
This happened in 1939. Due to the 
war, which as you know, started in 
1939, the appeal was held up until 
1946. The case was then argued be- 
fore a full bench of the Appellate Di- 
vision with the result that Guerlain’s 
intention was upheld. The F. W. 
Woolworth Co. was represented by 
Mr. Martin A. Schenck of the law 
firm of Davies, Auerbach, Cornell & 
Hardy. Mr. John S. Russell repre- 
sented Nips, Inc. Mr. Lewis G. Bern- 
stein was the representative for Guer- 
lain. Inc. 
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MMON 
2 CENTS. 


Announcement that Senator Bilbo will undergo 
oral surgery has many citizens, normally more 
sympathetic to the afflicted, muttering: 

“Hope it’s nothing trivial.” 

° 

Bilbo’s chief defense to date is that he is inno- 

cent. Besides, he knows guys who got more. 










Aware they couldn't convince all the people in 
the Senate's hallowed halls, the Bilbo cohorts ad- 
dressed themselves to ““You-All” the people. 






Even in the sports world things are cockeyed. 
When Bob Hope and Bing Crosby bought a couple 
of baseball teams it was considered newsworthy. 
When Alvin Paris only tried to buy a couple of 
players he got a jail sentence. 








Only in politics does fair play get a full stage. 
The Republicans, for example, are so sincere in 
wanting to cut the national budget, they'd even be 
willing to cut Truman's salary. Not completely, of 
course. Just permanently. 








But every now and then some legislator overdoes 
his righteous indignation. Senator Ball's proposal, 
for example, to limit unions to one craft, is about 
as reasonable as expecting a xylophonist to play 
“The Flight of The Bumble Bee” while sitting on 


one hand. 









. 

Just a matter of time before Senator Ball suggests 
the Antarctic explorations are for the purpose of 
establishing a place for “Cooling Off’’ periods in 
collective bargaining. 















. 

Which reminds us that Washington is loaded 
with Presidential aspirants, all trying to cultivate 
the Roosevelt smile. Don’t be surprised at an epi- 
demic of lockjaw. (Come to think of it, that might 
not be bad in Washington!) 

. 

Oh well, the 80th Congress has at least achieved 
complete harmony between the Democrats and Re- 
publicans. That's the Southern Democrats and 
Northern Republicans, of course. 

. 

But no industry is more consistent than ours. 

Even when business is good it smells. 


a 





AN 
KELTON 


Cosmetic Company 


230 West 17th Street 763 So. Los Angeles St. 
New York 11, N. Y. Los Angeles 14, Calif. 
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BECAUSE IT’S 


sunbleached 





Still using the same “old fashioned” methods 
proven successful for 95 years. 


That’s how long we've been bleaching bees- 


wax since we first began operations in Holland 
in 1852. 


Preference for high quality today is as strong 
as it was then. 


That’s why our customers would not think of 
letting us change production methods to gain 
“speed.” 


This same high quality extends through our 
entire line: 


U.S.P. Pure Sunbleached Beeswax 
U.S.P. Pure Yellow Refined Beeswax 
Ozokerite Ceresine 
Micro Crystalline Petroleum Waxes 
Special Wax Blends 


KOSTER KEUNEN 


Sayville, L. I., N. Y. Phone: Sayville 400 
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NEWS... Harold Hutchins Says... VIEWS 


ELOQUENT PLEA 


Testifying before the Interagency 
Committee for Reciprocity Informa- 
tion, Dr. Eric C. Kunz, president of 
Givaudan-Delawanna, Ine.. made an 
eloquent plea for protection of the 
\merican perfume raw material in- 
dustry. He pointed out the tremen- 
dous contributions made by the aro- 
matics industry to the war effort and 
cited the work of his own company 
and others in the production of ben- 
zyl benzoate for the armed forces, 
menthol and thymol for the pharma- 
ceuticals, the ionones for the synthe- 
sis of Vitamin A, phenyl acetic acid 
for penicillin production, and various 
chemicals for mildew-proofing, insec- 
ticides and other uses. In 1936, he 
stated, the tariff on the major syn- 
thetic items in the industry were cut 
in half, and new proposals to again 
cut the present tariff in half would 
leave the industry without any effec- 
tive protection. The industry needs 
protection, he added, because it is 
producing a large number of differ- 
ent aromatics, some two hundred or 
more, rather than a few commodities. 
Because of the difference in wages 










Lavender 


Neroli 
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Ylang Ylang 


paid here and abroad to workers in 
countries having competitive indus- 
tries, plus chaotic conditions abroad, 
with regard to political situations and 
currency values, it is impossible to 
examine comparative cost sheets at 
this time and now is not the proper 
time to fix tariff rates, he concluded. 


SALES RISE IN ‘47 


At a meeting of drug wholesalers 
late last month at the Netherlands 
Plaza Hotel in Cincinnati. one of the 
industry’s spokesmen said that con- 
trary to expectations in many lines of 
at least a “slight recession” this vear. 
wholesale druggists are now looking 
forward to continued increases in 
sales volume during 1947. 


SIX ANTIMALARIALS 

Clinical experience with six drugs 
now available for attacking malaria 
was reviewed by Dr. Justus B. Rice. 
vice-president in charge of medical 
research of the Winthrop Chemical 
Co.. in a scientific paper presented 
before the recent convention of the 
Insular Medical Society in San Juan. 
Puerto Rico. The six drugs listed by 
Dr. Rice are Aralen, Atabrine, Qui- 
nine, Paludrine. Pentaquine. and 
Plasmochin. 


Musk Xylol | 
Musk Ketone 





NEW CHEMISTRY INSTRUMENT 


A fluorimeter, recently perfected 
by Dr. Theodore E. Friedmann, asso- 
ciate professor of physiology in the 
Medical School of Northwestern Uni- 
versity, will increase the range and 
depth of the chemists’ research and 
make possible further discoveries in 
the field of human nutrition. With it 
he can measure accurately LOOOth of 
a microgram—one billionth of .a 
gram. The fluorimeter functions in 
this way. All compounds in nature 
absorb light. Some, such as vitamins, 
emit light in higher wave lengths. 
This fluorescence is readily detected 
with the instrument. Computations of 
the fluorescence afford determinations 
of the quantity of compound from 
which the glow comes or emanates. 
The measurements thus derived indi- 
cate the amount of a vitamin, such as 
thiamine, in the tissue or solution 
from which the sample was taken. 
and represent a short-cut in research 
methods by eliminating experiments 
and observations with laboratory ani- 
mals, that sometimes require months. 
Now. if that isn’t perfectly clear to 
all readers, please drop a line to 
Maison G. deNavarre. and he will 
prove only too willing to take up 
where I left off. 


Musk Ambrette 


Your inquiry is invited 


RENE FORSTER COMPANY, INC. 


Aromatic Chemicals and Essential Oils 


404 Fourth Avenue 


Phone Murray Hill 5-0250 


New York 16, N. Y. 


Cable Address "Renfoils” New York 
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COSMETIC ADDITIVES 


Many manufacturers have already 
discovered Alrose superior chemicals 
for cosmetic use . . . and now we 
are recommending the ALRO LINE 
and suggesting that you try it and 
discover quality products. 


Many of the chemicals listed be- 
low are valuable additives to your 
cosmetic preparations. Write for 
descriptive bulletins. 


SYNTHETIC DETERGENTS e FOAMERS 
WETTING AGENTS e EMULSIFIERS 
PENETRANTS + DISPERSANTS 


QUATERNARY AMMONIUM 
COMPOUNDS 


Alrose Chemical Company 


Manufacturing and Research Chemists 
PROVIDENCE, RHODE ISLAND 


Phone: Wllliams 3000 
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NEWS... Harold Hutchins Says VIEWS 


“NOW FOR TOMORROW" 


Owens-Illinois has made available 
a film designed to give those who see 
it a better background of the pro- 
fession of pharmacy, by depicting the 
transformation of a community drug 
store into a place of modern beauty 
as a local health center. “Now For 
Tomorrow” is an ideal training film 
and ideal for showings at colleges of 
pharmacy, which are generally on 
the look-out for new material to place 
before their students. It can be ob- 
tained for new showings by writing 
to Owens-Illinois’ Prescription Ware 
Department. 


CIVIL WAR OF 1947 


‘Charles Luckman, president of 
Lever Brothers Co., delivered a stir- 
ring address last month before mem- 
bers of the Newspaper Advertising 
Executives Association, at their meet- 
ing in the Edgewater Beach Hotel. 
Chicago. The title of his talk was 
“The Civil War of 1947,” copies of 
which can be obtained by writing to 
the Public Relations Department of 
Lever Brothers. Luckman laid down 
some basic plans to peacefully recon- 


cile some of the differences between 
labor and management in his talk, 
which was widely quoted by the press 
of the nation. 


WHAT'S NEW DEPT. 

An electric hearing aid, smaller 
than a pack of cigarettes, yet with 
enough power to operate a loud 
speaker. Half the length of a foun- 
tain pen and almost as thin, the in- 
strument is experience 
gleaned from the war-time proximity 
fuse. the manufacturers state. An- 
other new idea comes from England 
where a British scientist has invented 
a method for the production of per- 
manent lettering on soap. And our 
own juke box manufacturers have 
turned out a coin-operated machine 
to dispense toothbrushes and tooth- 
paste to travelers at railroad termi- 
nals. 


based on 


KEY INGREDIENT 


Monsanto Chemical Co. has under 
construction a new plant for the pro- 
duction of wood flour, key ingredient 
of phenolic-type plastics sold under 
the trade name of Resinox. The plant, 
which is expected to be in production 
in May. will free Monsanto from de- 
pendency from outside sources. 


IN THE NEWS 


THe AMERICAN PERFUMER not 
only prides itself on the reporting of 
the industry's fresh and important 
news. but delights in helping make 
the news. as is evidenced by the re- 
cent appointment of William Lam- 
bert, its popular Business Manager. 
to a place on the Publicity Committee 
of the 21st Annual Drug, Chemical & 
Allied Trades Dinner, to be held at 
the Waldorf-Astoria, March 13th. 
Robin Fowler. the erudite Managing 
Editor, is the author of a much-dis- 
cussed article in the current issue of 
{merican Druggist, on the merchan- 
dising of cosmetics in drug vs. de- 
partment stores. Maison G. deNa- 
varre, the profound Technical Editor. 
was elected to the Executive Com- 
mittee of the Allied Drug & Cosmetic 
Association of Michigan. It truly is 
a pleasure and a challenge to be asso- 
ciated with the energetic staff that 
turns out this magazine. 


NEW DIVISION 


Monsanto Chemical Co. recently 
announced the formation of a Texas 
Division of the company with head- 
quarters at Texas City and named 
Joseph R. Mares general manager of 
the new manufacturing unit. 


Announcement 





@ Effective January 1, 1947, Standard Alcohol Company 


was merged with the Chemical Products Department 


of Stanco Distributors, Inc., to form a new organization 


known as the Enjay Company, Inc., a subsidiary of 


Standard Oil Company (New Jersey). 


@ Therefore, PETROHOL and other related synthetic chemicals 
derived from petroleum that have been marketed 
by Standard Alcohol Company will henceforth be handled by 


Enjay Company, Inc., through the same personnel. 


ENJAY COMPANY, Inc. 


(Formerly Standard Alcohol Company) 


“The Original Synthetic Solvent Manufacturers” 


26 BROADWAY 
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ammonium thioglycolate 
by STANTON 






The unsurpassed quality of STANTON’S Am- 






monium Thioglycolate is the result of years 






of specialization and jealously guarded purity 





















of this important cosmetic base. 


In this case, well over a century of repu- 
The last word in production and technical effi- tation for high standards of excellence in 
ciency and careful laboratory controls assures Natural and Aromatic Materials and Special 
Creations for Manufacturers of Perfumes, 


absolute minimums of impurities such as di- 
Cosmetics and Soaps. 


thiodiglycollic acid, glycollic acid, iron and ; 
Skill and resource, born of long and close 
association with Tombarel Freres, of Grasse, 


France, are at your command here, to produce 
When you buy STANTON Thioglycolate you new, interesting and individual creations. 


buy insurance on stability, shelf-life, minimum 


heavier metals. 


irritation and the least amount of odor. 


We are sole American Representatives of 


The results achieved are faster acting solutions Tombarel Freres . . . and their Absolute 
and better permanent waves Supreme Flower Essence . . . . Surfine 
Essential Oils . . . . Resinoids, etc. 










Call on us for expert help with your perfume problems 


| \ a N 
CV 






Stanton laboratories, inc. 


227 Krams Avenue Philadelphia 27, Pa. PRODUCTS CORPORATION 
(factory and main office) L. J. ZOLLINGER, PRESIDENT 
12 EAST 22nd STREET, NEW YORK 10 


CHICAGO—A. C. DRURY & CO., INC. 
219 EAST NORTH WATER STREET 
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NEWS... Harold Hutchins Says -- - VIEWS 


CAN COUGHS BE HID? 


Samuel Johnson revealed in his 
dictionary that a cough was “a con- 
vulsion of the lungs, vellicated by 
some sharp serosity.” And that is 
exactly what the U. S. Public Health 
Service says is troubling over 8,000,- 
000 Americans daily. But, along 
comes Dr. Louis E. Silcox of the Uni- 
versity of Pennsylvania with news 
that he had used a new drug made 
by Smith, Kline & French, called 
alpha-methyliso-heptylamine, on 200 
cough patients and had effective re- 
sults in 77 per cent of the cases. So, 
maybe the good doctor has upset the 
old Latin proverb that “a cough can- 
not be hid.” 


TO BUILD ALUMNI HALL 


The Alumni Association of the 
Philadelphia College of Pharmacy & 
Science, under the direction of its 
president, J. Mervin Rosenberger, has 
started a drive by graduates of that 
institution to raise funds for the erec- 
tion of an Alumni Hall on grounds 
opposite the College building in Phil- 
adelphia. The building will provide 
additional recreational facilities for 


the students and provide a permanent 
headquarters for the Alumni Associa- 
tion. It is planned to dedicate the 
building to graduates of the college 
who served their country in World 
Wars I and Il. Each of the 5500 
graduates of the among 
which this writer is proud to be num- 
bered, are asked to contribute $100 
each and become members of the 


“100 CLUB.” 


college, 


NOVEL IDEA 


Display of the individual store 
name on both bottle and outer pack- 
age of Black Satin, an Angelique per- 
fume and cologne creation, has more 
than proved its value to retailers of 
the product, according to N. Lee 
Swartout. president of Angelique. 


GLYCO EXPANDS 


The Marshall Chemical Warfare 
Service plant at Natrium. W. Va., 
used during the war for the large- 
scale production of chlorinated ali- 
phatic solvents and hexachlorethane. 
has been leased from the United 
States Government by the Glyco 
Products Co., Inc., of Brooklyn, N. Y. 
Manufacturing operations are ex- 
pected to start on or about March 1, 
1947. 


“OLFACTORY FATIGUE" 

THe perfume chemists at Richard 
Hudnut sound a warning note about 
“olfactory fatigue.” This little ail- 
ment, we are told, is simply the result 
of using the same perfume too long 
or too constantly, so that gradually 
it ceases to stimulate the olfactory 
nerves. Thus, if the perfume you 
have been using for some time seems 
to have lost its fragrance, the explana- 
tion is probably that it is not the per- 
fume that has become weaker. but 
your sense of smell! To avoid this, 
it's a good idea to put aside your 
favorite fragrance occasionally and 
use an entirely different type. 


MID-WINTER MEET 


The American Management Asso- 
ciation will hold a mid-winter person- 
nel conference on February 24, 25 & 
26, at the Palmer House, Chicago. 
Because of the over-flow crowds that 
have attended past personnel confer- 
ences, it has been decided to limit 
attendance to members only. Among 
subjects to be covered will be a survey 
made by the AMA of 1000 industrial 
companies, indicating that abundant 
changes are coming in the fields of 
personnel administration, labor rela- 
tions and public relations. 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
are wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 
are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS ... NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. 


LONDON 





NATIONAL CITY, CAL. 


MITCHAM 


WIDNES 





& Essential Oil Review 


February, 1947 191 





natl 
FROM FAR AND NEAR 


Now, for the first time since the war's end, 
the Citrus and Allied Essential Oils Com- 
pany once again offers importations of the 
finest calibre oils from Italy . . . together 
with best quality oils from the West Indies 
and its well-known line of distinctive prod- 
ucts from its Brooklyn plant. 


CHOOSE FROM THIS VARIED LIST... 


@ Imported from Palermo, Italy— 


PURE HAND PRESSED LEMON 
PURE HAND PRESSED ORANGE 
PURE HAND PRESSED MANDARIN 


SWEET ALMOND OIL — ITALIAN “SCACCIANOCE” 
BRAND 


Unquestionably the finest oil obtainable. 


BERGAMOT OIL 


ORIGINAL CONSORZIO 25 LB. PACKAGE 


A Pure Product Guaranteed by Law . 


Citrus and Allied Essential Oils Co., is Official Stock 
Distributor for Consorzio del Bergamotto Reggio 
Calabria. 


@ From our factory in Puerto Plata, 
Dominican Republic—W est Indies— 


BITTER ORANGE OIL—H.P.N.F. 


(Largest Producers in the World) 


LIMES DISTILLED 


(Scientifically Processed High Citral Content) 


@ From our Brooklyn Plant— 
TERPENELESS, SESQUI-TERPENE- 
LESS AND CONCENTRATED 
CITRUS OILS 


(Manufactured only in glass at low vacuum) 


LEMON—ORANGE—BERGAMOT 
—LIMES 


. . » Ask for Samples 


CitRUS and ALLIED 
ESSENTIAL OILS COMPANY 


61-63 SHEFFIELD AVE. BROOKLYN 7, N. Y. 


February, 1947 


Natural and Aromatic 
~ Raw Materials 
Essential Oils 


for 
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LAUTIER 
FILS 


INCORPORATED 


154-158 West 18th Street 
New York, N. Y. 


Grasse - Paris - London - Beyrouth 


Manufacturers of Quality Raw Materials 
For Perfumery For Over 100 Years 


ODOL LS © OPPO OSCE SS O PODLDSLL LLL D LPO LOOOLOLOL DO OOO 22 2) 


The American Perfumer 








ner 








NEWS... Harold Hutchins Says -.. VIEWS 


HOW IT'S DONE 


Considerateness and graciousness 
are the rarest virtues of our busy 
life, says Roscoe Ellard, and they are 
the least expensive and the most valu- 
able. He further points out that ad- 
vertisers know that many a woman 
buys a brand of soap chips or a make 
of cosmetics for no other reason than 
her pleasant memory of a pretty song 
when she first heard of the brand. o1 
of a warm emotion when she saw it 
deftly advertised. 


AWARDED PLANT 
Mathieson Alkali Works. first com- 


pany in the United States to produce 
synthetic anhydrous ammonia. has 
heen awarded the government am- 
monia plant at Lake Charles, La., un- 
der terms of a long lease with an 
option to buy. 


ROLON PERFUMER 

New in the field of perfume appli- 
cators is the Rolon Perfumer, an at- 
tractive purse-size container sold 
through department. drug. jewelry 
and other retail stores by the Rolon 
Corp., 531 Milwaukee Avenue. Chica- 




















TURNER WHITE METAL CO., Inc... 


& Essential Oil Review 


Mesetacterers of 
COLLAPSIBLE 
TUBES since 
1898 ” 


go 22, Illinois. This new dispenser 
may be used for perfume or cologne 
and can be used in the purse, pocket 
or dressing room. The slim metal 
case is equipped with a special ball 
point dispenser that actually rolls on 
perfume at the slightest touch. Retails 
at $2.00. tax exempt. 


JUDGES AND RULES 


Information can now be obtained 
from the Industrial Packaging Engi- 
neers Association of America, 20 
West Jackson Boulevard. Chicago 4 
Illinois. regarding the names of 
Judges. rules and regulations of the 
\ssociation’s first “Protective Pack- 
aging Contest.” to be held at the Hotel 
Sherman. Chicago, April 29 through 
May 1, in connection with I.P.E.A.A.’s 
Second Annual Packaging and Ma- 
terials Handling Exposition. 


HIGH FLIERS 


Duncan Storm, Ltd., Minneapolis. 
makers of Cargo toiletries for men. 
presented a specially inscribed travel 
kit to all of the passengers on the first 
scheduled flight of the Northwest Air- 
lines flight from Minneapolis to 
\nchorage. Alaska. H. C. Richard- 
son, president of Duncan Storm. per- 
sonally presented the kits. 
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COLORFUL 


. New Brunswick, N. J. 


have you tried 


BASE ‘°93”’ 


An acid emulsifier for non-rotting 


antiperspirant creams containing 
aluminum sulfate. 


Write today for working samples 
and formulas. 


NEW COUNSEL 


The Toilet Goods Association, 
wiich for a number of years has not 
had direct Washington representa- 
tion, has retained the firm of Hamel. 
Park and Saunders, prominent attor- 
neys, as additional counsel. Mock & 
Blum of New York City continue to 
he general counsel for the Association 
and Gail B. Selig of Los Angeles. 
Pacific Coast counsel. 


FOUNDERS’ DAY 


The Mid-Winter reunion of the 
Alumni Association of the Philadel- 
phia College of Pharmacy & Science. 
will be held on the College’s “Found- 
ers’ Day,” on February 24th. The 
occasion will begin with an informal 
dénner at 6 o'clock and there will be 
but one speaker, followed by the 
\lumni Varsity basketball game at 
8:30 P.M. 


EXPANSION PROJECT 

The Hinde & Dauch Paper Co.. 
manufacturers of corrugated ship- 
ping boxes and packing materials. 
announces the selection of its Buffalo 
factory for a $400,00@ expansion 
project to meet anticipated future de- 
mands for its products. reports Sid- 
ney Frohman. president. 


CONTINENTAL 
CHEMICAL COMPANY 


2640 Harding Ave. 





Detroit 14, Mich. 


February, 1947 193 








ESSENTIAL ( OILS. 
AROMATIC PRODUCTS 


lw Slim 
of the Month... 


Carnation 40 


@ A distinguished scent—crisp and sharp 
as an ocean breeze—that will add faultless 
freshness to your products. (Trial pound 
$6.00.) 


And here are three other exquisite prod- 
NCIS. 
EMERALD #27 
ROSE ORIENTALE 
VIOLET #62 
* 


GERANIOL .. . For the Compounder of 
Odors for Soaps and Perfumes, we offer a 
superior product with a lasting quality and 
perfume value. 


e Wire, ‘phone or write. . 


Try us for quality, price, delivery, service. In addi- 


tion to being direct importers, we also compound 


various standard and special items. Try us! 


EDWARD REMUS &.Co.,Inc. 


11 WEST 42nd STREET © NEW YORK 18,N. Y. 


Cable Address: EDSUMER, NEW YORK 


806 DELAWARE STREET 
_ KANSAS CITY (6), MO. 
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209/S. STATE STREET 
CHICAGO, ILL: 
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Alpha Amylcinnamic Aldehyde 
Benzaldehyde N.F. 
Benzyl Acetate FFC 

Benzyl Benzoate FFC 
Benzylidineacetone 
Cinnamic Aldehyde N.F. VII 
Heptylidineacetone 


Methyl Benzoate 


YOUR INQUIRIES INVITED 


VAN SCHAACK CHEMICAL WORKS, INC. 


3430 Henderson St. Chicago 18 


Manufacturers of organic chemicals since 1915 
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NEWS ... Harold Hutchins Says... VIEWS 


PERSONAL ITEMS 
PHILIP J. LO BLUE, for the past 


six years director of the Chemical 
Sales Division, Michigan Chemical 
Co., resigned this month to form his 
own company for the manufacture 
of iron reduced by hydrogen, iron 
phosphate (white insoluble powder), 
and for the sale of bromine, bro- 
mides, fine chemicals and biologicals. 


DR. J. MARK HIEBERT, vice 
president and general manager of 
l'rederick Stearns, announced the in 
troduction of a new and improved 
amino acids solution known as Pare- 
mine 6 per cent. in liter flask for 
easy administration. 


WILLIAM BONYUN, who joined 
Daggett & Ramsdell in 1933 as the 
New York sales manager, serving 
later as general sales manager, and 
vice president and general manager, 
has been elected president of the 
concern, succeeding F. W. Moss. who 
will continue with them for a year in 
an advisory capacity. Following his 
election, Mr. Bonyun announced the 
appointment of J. A. PATTERSON 
as sales manager. The following divi- 
sional sales managers also were an- 


nounced — WILLIAM GOODNOW, 
mid-western division, with headquar- 
ters in Chicago. DON WARK, east- 
ern division with headquarters in 
Boston, and W. G. MISCHE, western 
division, with headquarters in San 
Francisco. 


W. A. JOSLYN, director of sales 
for the du Pont Plastics Department, 
announces the appointment of W. D. 
MAGINNES as sales manager of the 
nylon monofilament section, succeed- 
ing W. W. Perry, who recently re 
tired. 


HOWARD SELBY, formerly of 
Primrose House, has been appointed 
sales supervisor of Illinois, Wiscon- 
sin and Missouri for Helena Rubin- 
stein, Inc., according to an announce- 
ment by OSCAR KOLIN, vice presi- 


dent in charge of sales for this firm. 


GAVIN MAC BAIN has been elect- 
ed treasurer of Bristol-Myers Co. He 
joined the company in 1944 as assist- 
ant treasurer, 


DR. E. J. FOLEY, medical direc- 
tor of Winthrop Chemical Co., was a 
recent speaker before the New York 
Branch of the American Pharmaceu- 
tical Association, on the subject of 
“Synthetic Analgesics.” 


HILDEGARDE FILLMORE, Style 
and Beauty Editor of McCalls, offers 
their latest Teen-Ager Beauty Survey. 
It is a most practical revelation of the 
subject. 


JEAN KING, Beauty Editor of 
Family Circle, is the author of an in- 
teresting and timely story on “Beauty 
for Téen-agers.” in the February 


issue. 


DR. P. JELLINEK is perfume 
chemist for Polak Fruital Works. 


LOUISE WHITEHURST has been 
added tothesales and promotionalstaff 
of Alexandra de Markoff, Alexa and 
Prince Gerge, to cover Florida. Geor- 
gia, Alabama, Oklahoma, New Mex- 
ico, Arkansas, Texas, North Caro- 
lina, South Carolina, Mississippi and 
Louisiana. She was formerly with 
Prince Matchabelli for two and a 
half years. 


DR. ALEXANDER R. SURREY, 
32, a New Yorker and City College 
of New York graduate. now a senior 
investigator on the staff of the Ster- 
ling-Winthrop Research _ Institute, 
was among five “Young Men of the 
Year” honored by the New York 
State Junior Chamber of Commerce 
at its Annual Dinner last month at 


the Ten Evck Hotel. Albany, N. Y. 


JEAN NIEL. INC. 


established in 1824 in Grasse. France 


importers of floral essences and essential oils 


basic perfume and flavor materials 


305 EAST FORTY-SEVENTH STREET 


NEW YORK 17, N. Y. PLAZA 3-5974 
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HILARY SAYS: 


ANY of us birds 
never did have a “Pope's Nose"—but we do all right by 
the smell, just the same. 


Noses are noses,—no | 
matter where they might be located (—that's the long | 
and short of it and depends on what kind of a bird you | 
are—}), but mine is right above my mouth and turns up with | 
anticipation—delight, when it gets a good whiff of Sauer- | 
kraut and Pigs Knuckles; an' Brother, that doesn't come | 
out of any Test Tube. That's my specialty: It comes from | 
the pig,—the cabbage,—and the pot. 


| 
| 
| 


Our of post-war France 
came a trim, slick-sleek, brand-new specialty. Just a few 
days ago. I've been with "it" ever since "it'’ got here. 
Steady company: Her name is LYS/LIA. Certainly takes 
your time to fool around with. Plenty of possibilities and 
many twist-and-turn angles. 


Lysivia has great possi- 
bilities as a base or starting point for new compounds. 
She has fixation qualities all her own,—and has a remin- 
iscent note of Ambrette seed. LYSILIA can be added to 
almost any Floral Bouquet—to suit your own taste. It can 
be used up to 5—10%, in almost any type Cologne. The 
Cologne will Say: "OH," be less "eau" and feel pretty 
good about "de" whole thing. You heard about the race- 
horse . . . with the injection. Only Different: LYSILIA is 
ethical: (you remember Ethel,—don't you?) It gives things 
a lift: (no elevator or hitchhiking here). 


DEPENDING on what 
you are doing or trying to do right now,—I wouldn't know 
and it really doesn't matter, except that | sure hope you 
make out fine: You can take Lilac (or leave it). LYSILIA 
is NOT a new Lilac Compound,—but just add it to your 
favorite Lilac Compound up to 10°%/,—an' smell what hap- 
pens. If you're out after that "Grover Whalen Flower", 
dose 10%, LYSILIA into that compound of your own par- 
ticular pet adjectives. Aha:—lt certainly is a GARDENIA 
—and now it ain't a Gardenia no more. The same with 
Rose, Honeysuckle, Jasmine, Muguet, etc. 


Well, you know what phrases they use in those mighty— 
mighty purtee Perfume Ads; when | know what I'm talkin’ 
about, I'm not afraid of that kind of lingo: "LYSILIA has | 
EVERYTHING.'' 


| 
J. HILARY HERCHELROTH 


representing 
Cresp Martineng Established 1782 
369 Third Avenue 


In Havona 


Grasse, France 


New York 16, N. Y. 
Laing y Cia Aguiar 615 
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Put your perfumes 
on Dress Parade! 


Your product snaps to quick, lively customer 
attention when it ts displayed on the latest 
Richford Tester Stand. 


Specially Designed Stands 


Note the simple, graceful lines of the Richford 
Stands, designed in sparkling clear plexiglass 
Notice how brilliantly they set off the distinc- 
tive Richford Testers, fashioned of finest 
400 grit, fire-polished glass with elongated 
glass stoppers! 


immediate Delivery Promised 

Richford Stands, attractively imprinted with 
your name in any color, if you wish, are sup- 
plied in four sizes, to accommodate two, three, 
four or six Richford Testers in either one or 
two-dram capacity. Both stands and testers are 
available for immediate delivery through the 
Richford Corporation. 


cf 
Zi 


RICHFORD CORPORATION 


221 Fourth Ave., New York 3, N. Y. Cable ''Richford, N. Y."’ 


| Represented in: ST. LOUIS KANSAS CITY CHICAGO LOS ANGELES PITTSBURGH CINCINNATI 
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NEWS Harold Hutchins Says... VIEWS 


lhe Office of Pharmaceutical In- 
formation reports that although as- 
pirin, cold tablets, sodium bicarbon- 
ate and other mass-produced drug 
items are being shipped to the war- 
torn countries in fantastic quantities 
by UNRRA and other relief agencies. 
the demand is so great that the people 
of Vienna, Austria, are paying as 
much as $1.50 for a single aspirin 
tablet. At the same time, OPI reports 
that Russia alone recently received 
5,000 pounds of aspirin, 40,000 
pounds of petrolatum and 500,000 
cold tablets. 


DAN J. FORRESTAL, former as- 
sistant to the president of Parks Air- 
craft Sales & Service, has become as- 
sistant to the director of industrial 
and public relations of Monsanto 
Chemical Co. 


G. W. PERKINS, executive vice 
president of Merck & Co., is the au- 
thor of a most informative article. 
on the growth of his company, in 
the January issue of the Merck Re- 
view, bringing out such facts that the 
total sales of Merck in 1932 were 
$9.223.469, which increased to $55.- 


BEEHIVE @ BRAND 


MaMa OT Cae 
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601,759 in 1945. Further. Merck had 
1313 employees in 1932 and the num- 
ber increased to 5161 in 1946. Re- 
search workers jumped from 23 to 
906 in the same period. 


JOHN H. SCHNEIDER, forme: 
major in the United States Army Air 
Force, has joined the sales service 
staff of the special chemicals division 
of the Pennsylvania Salt Co., reports 
WILLIAM P. DRAKE, manager of 


sales. 


BURT DONAGHY, executive sec- 
retary of the National Beauty and 
Barber Manufacturers’ Association, 
who fractured his left wrist opening 
his presents on Christmas morning 
and spent the holiday in a hospital. 
still has his hand in a cast that reach- 
es to his elbow. Two days after his 
“tough break” he was back at his 


desk. 


HANS ROEDLEHEIMER _ has 
been appointed by Mary Chess to 
head the merchandising division of 
the sales department. He was for- 
merly associated with Elizabeth Ar- 
den for six years in a similar capac- 
ity, and was at one time associated 
with John Wanamaker as a_ buyer 
and merchandising manager. 


New! 


MERCK & CO. has aroused con- 
siderable interest in scientific circles 
by their recent announcement of the 
establishment of a $100,000 Fellow- 
ship to further scientific research. 
These Fellowships are designed to in- 
spire young scientists in their re- 
search activities and are open to all 
United States citizens who have dem- 
onstrated unusual talent for experi- 
mental research and who already 
have acquired training, in either 
chemistry or biology, equivalent to 
the degree of Ph.D. Annual grants 
under these Merck Fellowships will 
range from $2.500 to $5,000, de- 
pending upon individual circum- 
stances. 


HAROLD F. COLEMAN has taken 
over the duties of C. J. Conley, re- 
tired, as buyer of drugs and cos- 
metics, glassware, caps, tubes and 
other finishing materials, for United- 
Rexall Drug Co. Mr. Coleman has 
been with the company for almost 30 
years and up to the time of his new 
appointment was manager of their 
packaging department. 


ARTHUR NOTO has been named 


sales manager of the department store 
division of Hudnut Sales Co. He was 
previously assistant sales manager. 


Outstanding! 


AMERCHOL L-101 


A LIQUID CHOLESTEROL EMULSIFIER 
PROVIDING UNUSUAL SKIN BENEFITS 


NON-IONIC CHOLESTEROL in its 
most active and efficient form. 


creams, 


e Emollient, completely stable. 


e For oil-in-water and water-in-oil 


ointments and lotions. 


AMERCHOL L-101 is one of many new 
Amerchols manufactured from specially 
processed Cholesterol and other sterols 
and will help you improve your products. 


Our research laboratories are available to 
you for advice and information. 


AMERICAN CHOLESTEROL PRODUCTS 


Incorporated 


MILLTOWN, NEW JERSEY 


Sales Office—40 Exchange Place—New York 5, N. Y. 
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_— LANOLIN U.S.P.__—_ 


EVENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 


B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office America’s Original Lanolin Producer Sales Office 
Laboratory and Factory ESTABLISHED 1914 509 Fifth Ave. 
LINDEN, N. J. NEW YORK, N. Y. 





CYCLONOL 


sae Ce! CHARACTERISTIC ODOR and 


SS SOT aa 


Sane a COOLING EFFECT OF MENTHOL 


Rg 


Cyclonol is chemically 1-methyl-3-dimethyl-cyclohexanul- 
(5). Graphically the structural formula is given in Fig. 
1. It may be considered a lower homologue of sym- 
metric or meta _—— which has the structural formula 
shown in Fig. 2 


A romatic & - =< - 


Chemicals | .,. 0h. 
and 
Perfume Juo-nc Je=cettare HO-He onl 


Compounds e } 










Manufacturers of 


FIG. 1 FIG 2 


Cyclonol replaces Menthol satisfactorily in shaving 
creams and lotions, liniments, analgesic balms, ointments 
and similar preparations. It has also been accepted by 
the U. S. Treasury Department as a Denaturant for 


unnin ATT: unnin Pe | alcohol in place of Menthol U.S.P. 
| W. J. BUSH & CO., INC. 


LICENSED DISTRIBUTORS 
601 WEST 26th STREET, NEW YORK 1, N. Y. 11 EAST 38th ST. NEW YORK 16, N. Y. 
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NEWS... Harold Hutchins Says -- - VIEWS 


DR. A. H. TENNY has recently 
returned to the New York offices of 
Carbide and Carbon Chemicals Corp. 
as a technical representative of the 
Fine Chemicals Division. He will spe- 
cialize in the development of markets 
for new chemicals being developed 
by the research laboratories. 


JOSEPH G. NOH, vice president 
of Winthrop Chemical Co. in charge 
of sales, announces that informative, 
coordinated copy on prescription spe- 
cialties being offered by his company 
will appear in 123 medical journals 
and 23 leading drug publications in 
1947. 


DANIEL H. STERLING is the new 
general sales manager of Northam 
Warren. 


Don't forget the 16th Annual Pack- 
aging Exposition, to be held in Con- 
vention Hall, Philadelphia, Pa.. April 
8-11, by the American Management 
Association. 


JOSEPH D. BOHAN. vice presi- 
dent of Sterling Drugs. Ine., an 
nounces a five-fold expansion of lab- 





Introducing 


appearance. 


creams and lotions. 





Samples available on request 


R. T. VANDERBILT CO., INC. 


Specialties Department 
230 PARK AVENUE, NEW YORK 17, N. Y. 
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|| VEECOTE 


A specially processed white 
| powder with the following 


particle size, good coverage 
and hiding power, white color, 


oratory facilities at the Rahway plant 
of the Centaur Company Division. 


KATHLEEN SPENCER CORY 
leaves Northam Warren to join Eliza- 
beth Arden. 


C. C. OLIVER has been named 
Glycerine Sales Manager of Lever 
Brothers Co., and MICHAEL J. 
ROCHE has been named advertising 
manager of the company. 


CLINT KELLEY succeeds Tom 
Berry as president of the Detroit Co- 
Metie Club. 


JACK KUPPER, recently-appointed 
general sales manager of Henry 
Rosenfeld, is on an extended tour 
throughout the country to expand 
the new policy of selling drug stores 
and drug chains. He is a past presi- 
dent of the Drug Salesman’s Associa- 
tion. 


DAVID KENDALL general mana- 
ger of Consolidated Cosmetics and 
Dana Perfumes, announces the sign- 
ing of the lease for their retail salon 
and regional offices, in the Savoy- 
Plaza Hotel. The Dana salon will be 
at 761 Fifth Avenue, and it is hoped 
that occupancy will be effective in the 
late Spring of 1947. 


properties: a fine and uniform 


excellent adherence, flat-white 





and aroma 


WALDO LASSOW, formerly with 
Lucien LeLong and Dana Perfumes. 
has been appointed vice-president in 
charge of sales of Delettrez, Inc., ac- 
cording to a recent announcement by 
Henry W. Wittner. president of the 
organization. 


Old South Perfumers dedicated 
their new Williamsburg Room last 
month by staging a Hospitality Party 
for the Press and Buyers. 


ELTON SULLIVAN has resigned 
from Lennen & Mitchell to become 
account executive on the Andrew Jer- 
gens account at the Robert Orr adver- 
tising agency. 


E. WALTON BOBST has joined 
William R. Warner & Co.. as a vice- 
president. He formerly was associated 
with Roche Organon, Inc., a sub- 
sidiary of Hoffman-LaRoche. 


CHARLES MATHEWS. who re- 
cently retired from Houbigant. and 
Bernard Carlin. who retired from 
Yardley. were the recipients of a tes- 
timonial dinner last month at the Ben- 
jamin Franklin Hotel in Philadelphia. 
Guests from Chicago. Washington. 
Dallas. New York and other cities 
helped make it one of the most en- 
jovable functions of its kind. 


CAPTURED | 


that elusive element 


THE PURE FRUIT ESSENCE 


the volatile, heretofore lost. essence 


which constitutes the fresh fruit taste 


finally recovered and 


available to manufacturers of 


Suggested Uses: 


Perfumes and Cosmetics 


Face, body and medicated powders; 
cosmetic cakes and sticks; pigmented 


h-baron £ eo: 


INCORPORATED 
Manufacturers Since 1875 


| 1130 Elizabeth Ave. 


Linden, N. J. 
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FAITHFUL SERVICE A FOR OVER FORTY YEARS 
€ in = 
Ds ie u , 


/ Pp 
Oak 


‘JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 
DIE STAMPING ENGRAVING EMBOSSING 


Telephone: * ...... Cable Address 


COLUMBUS 5-5600 HORNLABELS NEW YORK 


We Can Supply The Following Books 


DELAY NO LONGER! 
Write today for 
quotations and samples of 


fine LANOLINS 


and 


ABSORPTION 
BASES 


Interesting booklets on 
Lanolin and Absorption 
Bases offered free. Sam- 
ples supplied on request. 


American Soap Maker’s Guide (Meerbott & Stanis- 
laus) 


Chemical Formulary (Bennett) Vol. 


Chemistry and Manufacture of Cosmetics 
Navarre ) 


Commercial Methods of Analysis (Snell & Biffen) 
Condensed Chemical Dictionary 

Drug & Specialty Formulas (Belanger) 

Surface Active Agents (Young & Coons) 

Flavor (Crocker) 

National Formulary, VITT 

Perfumes, Cosmetics & Soaps (Poucher) Vol. I 
Perfumes, Cosmetics & Soaps (Poucher) Vol. II 
Perfumes, Cosmetics & Soaps (Poucher) Vol. III 


Practical Flavoring Extract Maker (Kessler) water 
damaged 2.00 


Substitutes (Bennett) 4.00 


The Law of Foods, Drugs & Cosmetics (Toulmin) 
One Large volume, 1460 pages 17.50 


The Subtle Sense (Ralph Bienfang) 2.00 


Henley’s Twentieth Century Book of Recipes, 
Formulas and Processes 4.00 
WRITE, PHONE OR CABLE DEPT. SA 


THE LANAETEX PRODUCTS, INC. 
151-157 Third Avenue Elizabeth |, N. J. 


Telephone: Elizabeth 2-7568—Cable: LANAETEX 


U. S. Dispensatory XXIII 15.00 


ROBBINS PUBLICATIONS BOOK SERVICE 
9 E. 38th St., New York 16, N. Y. 
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Just Received— 


from CZECHOSLOVAKIA 
CRYSTAL PERFUME BOTTLES 


Diamond cut ground glass stop- 


+ ON S OL D AT ED | pers, cut edges, hand pclished. 


Actual photographs upon re- 


Established 1858 FRUIT JAR CO. | quest. One-fourth to one ounce. 


Private molds if desired. 
NEW BRUNSWICK, NEW JERSEY | 
_ | ALBERT R. BENNETT, IMPORTER 


SHEET METAL GOODS : CORK TOPS : SPRINKLER TOPS : DOSE Caps | 1036 N. Dearborn St. Chicago 10, Illinois 
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aN enormous export demand for all grades of gum 
£% rosin immediately following the lifting of export con- 
trols forced prices to advance sharply. New high levels 
were established at around $11.00 per ewt.. for the better 
erades. 

Another highlight of major importance over the past 
month was the advance of 25 cents a pound in California 
lemon oil. The new and higher selling price of $3.50 an- 
nounced by local representatives of the California Fruit 
Growers Exchange marked the first change in this widely 
used oil since June LO, 1940. 


ESSENTIAL OIL PRICE TRENDS 


Other price developments in the essential oil market 
includes advances in bergamot. bois de rose, Java vetiver 
and eucalyptus, 

Oils registering reductions. however. included anise 
caraway, sweet almond. patchouli. white camphor. and 
cedarwood. 

Late reports concerning patchouli oil served to check 
the downward trend in values. The reports indicated that 
only small stocks were unsold in Singapore and that be 
cause of unsettled political conditions, little oil was being 
produced, 

Mint oils appeared to be rather quiet on the surface 
especially peppermint but reports from the country in- 
dicated that prices were well supported by an export de- 
mand from Cuba. With ample sugar supplies Cuba is 
reported increasing production of confections. Official 
estimate of the 1946 output of peppermint oil was issued 
at 1.334.000 pounds in contrast to 1,410,000 pounds in 
1945. Spearmint oil output was estimated at 286,000 
pounds in 1946 as compared with 295,000 pounds in 1945. 

The trade agreement between the United States and the 
Philippines providing for the duty-free entry of coconut 
oil and certain other products into the United States under 
a quota system running through 1973 became effective 
January 2. The agreement provides the Philippines with a 
duty-free quota of 200.000 long tons on coconut oil be- 
tween now and 1954. From 1955 to 1973 the quota dimin- 
ishes annually by 10,000 tons. 

Several aromatic chemicals appeared to be in_ better 
supply for the first time since the war but makers found 
the cost of these articles considerably higher with the result 
that price movements in most instances were upward. 
Cetyl alcohol, benzyl acetate, amyl salicylate and musk 
ambrette were all higher in price. Citral and geranyl 
acetate remained on the firm side. Recent prevailing low 
prices on bois de rose permitted a downward adjustment 
in linalool, but with higher shipping prices on the oil 
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MARKET REPORT 


California Lemon Oil Price Advanced 








from Brazil. it is not likely that the lower prices on linalool 
will continue in force for any great length of time. 

The demand for the general line of aromatic chemicals 
was reported as spotty. The supply position was generally 
firm, however. 

Among the waxes. all grades of carnauba were com- 
manding fancy prices. Demand has been quiet. In spite of 
an inactive call underlying conditions have remained firm. 
Demand for all grades of paraffin is continuing to run far 
in excess of the available supply and occasional odd lots 
of fully refined waxes have been sold in the resale market 
at as high as .10!4 cents per pound. 

Red oil and stearic acid were active. Demand for stearic 
acid was reported as exceedingly heavy and with the out- 
put moving directly into consuming channels against con- 
tracts major suppliers had little material to offer. 


FATS FOR MAKING SOAP 

Saponification of fats for soap making is running at a 
higher rate than at any time since V-J Day which in turn 
is reflected in a better output of glycerin. Demand has been 
less pressing in recent weeks. While the over-all supply 
position appeared somewhat more comfortable than in 
many months. its broad use in industry promises to keep 
the market in a firm position throughout the current year. 
\s industry gets back into production, glycerin consump- 
tion in the protective coating field promises to break all 
previous records. A total of 2.403 drums from Melbourne 
and 430 drums from Sydney. Australia was received over 
the past month. One hundred and nineteen drums also ar- 
rived from the Argentine but most of this material had 
been purchased some time ago. 

Based on incoming shipments over the past six months. 
trade factors point out that the supply of menthol has finally 
caught up with the demand. Stocks here are estimated at 
between thirty-five to fifty tons. The incoming shipments 
over the past six months came from three sources namely 
China. Japan and Brazil. 

Speculative influences in Brazil tended to prevent menthol 
prices from declining too rapidly. With the law of supply 
and demand at work and most major domestic consumers 
covered on their seasons requirements, however, there are 
predictions of still lower prices by March and April. At 
the close, spot prices ranged from $7.10 to $7.35 per pound, 
a drop of nearly $1 per pound from the December prices. 

Stocks of gum olibanum gained moderately by the ap- 
pearance of small arrivals. Demand was normally active 
and in sufficient volume to keep prices generally firm. 
Late cables from Port Sudan quoted shipping prices on 
gum arabic above the quotations prevailing in this market. 
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At the end of many a rainbow— 


Ir you Go to the end of a rainbow, so the fairy tales say, 
you'll find a pot of gold. 

Of course no grownup believes this. But it’s surprising how 
many people believe what amounts to the same thing. 

That is, many of us have a dreamy notion that somewhere, 
sometime, we'll come upon a good deal of money. We couldn't 
say exactly how this might happen—but we go along from day 
to day, spending nearly all we make, and believing that 
somehow our financial future will take care of itself. 
Unfortunately, this sort of rainbow-chasing is much more apt to 
make you wind up behind the eight ball than with a pot of gold. 
When you come right down to it, the only sure-fire way the 
average man can plan financial security for himself and his 
family is through saving—and saving regularly. 

One of the soundest, most convenient ways to save is by buying 

U. 8S. Savings Bonds through the Payroll Plan. 


These bonds are the safest in the world. When you buy ’em 
through the Payroll Plan, they mount up fast. And in just 10 
years, they pay you $4 back for every $3 you put in. They'll 
come in mighty, mighty handy when the time comes to send your 
kids to college, to buy a house, or to weather a rainy day. 

So isn’t it just plain common sense to buy every U. S. Savings 
Bond you can possibly afford? You bet it is! 

P.S. You can buy U.S. Savings Bonds at any bank or post office, 
as well as at your place of business. 


SAVE THE EASY WAY...BUY YOUR BONDS THROUGH PAYROLL SAVINGS 


Contributed by this magazine in co-operation 
with the Magazine Publishers of America as a public service. 
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PRICES IN THE NEW YORK MARKET 
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(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


Almond Bit, per Ib. 

FFPA 4 

Sweet True 

Apricot Kernel . 
Amber, rectified 
Angelica Root 
Anise, U. S. P. 

Imitation ‘ss 
Aspic (spike) — ia 
Avocado 4 a 
Bay 
Bergamot 

Artificial 
Birch, sweet 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose 


PM on, evceus 


Cajeput 

Calamus ; 

Camphor "white" 

Cananga, native ...... 
Rectified 

Caraway 

Cardamon 


Cassia, rectified, U. S. P. 


Imitation 
Cedar leaf 
U. S. P. 
Cedar wood 
Celery 
Chamomile Roman 


Cinnamon bark oil .... 


3.50@ 4.00 
4.50@ 5.25 
.95@ 1.10 
70@ «75 
2.25 Nom'l 
120.00@1 85.00 
1LI5@ 1.50 
1.75@ 2.10 
2.50@ 2.75 
1.35@ 1.40 
1.35@ 1.60 
5.40@ 5.85 
3.35@ 6.00 
2.50@ 7.25 
5.50 Nom'l 
Nominal 
5.20@ 5.75 
0@ 1.20 
2.50 Nom'l 
20.00@ 22.00 
.20@ 1.00 
9.25@ 10.00 
11.00@ 11.85 
5.65@ 6.10 
25.50@ 26.00 
3.25@ 3.60 
3.75@ 
1.10@ 1.25 
2.65@ 3.00 
1.05@ 1.35 
17.50@ 18.50 


250.00@ 
_ 32.50@ 41.00 


Citronella, Ceylon 
Java type ... 
Cloves, Zanzibar 
Coriander 
Imitation 
Croton 
Cumin .... 
Dillseed 
Erigeron 
Eucalyptus 
Fennel, Sweet . 
Geranium, Rose, Algerian 
Bourbon 
Turkish 
Ginger 
Guaiac (Wood) 
Hemlock .. 
Substitute 
Juniper Berry 
Juniper Wood, imitation 
Laurel er 
Lavandin 
Lavender, French 
Lemon, Calif. 
Italian 
Lemongrass ... 
Limes, distilled 
Expressed 
Linaloe 


Marjoram ... 
Neroli, Bigarde P. 
Petale, extra 

Olibanum 


ATTENTION-PERFUMERS 


Adjust Your Formulae By Using Our 


SUBSTITUTES of PROVEN MERIT 


2.35@ 2.50 
5.25@ 5.75 
1.50@ 1.60 
19.50@ 21.00 
12.00@ 14.00 
4.75@ 5.00 
9.00@ 11.00 
7.00- Nom'l 
2.25@ 5.00 
1.25@ 1.40 
3.75@ 4.50 
17.50@ 19.00 
17.00@ 20.00 
9.00@ 9.75 
10.50@ 12.00 
2.80@ 3.00 
2.65@ 3.34 
55@ .60 
6.50@ 9.50 
70@ 85 
5.00 Nom'l 


450@ 5.10, 


12.00@ 17.00 
3.50@ 

3.75@ 4.00 
4.25@ 4.75 
6.00@ 7.00 


13.00@ 13.75 


5.50@ 5.85 


. 95.00 Nom'l 


6.75@ 7.50 


-350.00@390.00 
265.00@309.00 


1N.50@ 12.00 


Opopanax oa 
Orange, bitter .... 
Brazilian 
Calif., exp. 
Orris Root, abs. (oz.) 
Artificial 
Pennyroyal, Amer. 
European 
Peppermint, natural 
Redistilled 
Petitgrain 
Pimento Berry . 
Pinus Sylvestris . 
Pumillonis 
Rose, Bulgaria (oz.) 
Synthetic, Ib. 
Rosemary, Spanish 
Sage ... 
Sage, Clary .... 
Sandalwood, N. im 
Sassafras, artificial 
Ocotea Cymbarum 
Snake root 
Spearmint 
Thyme, red 
White 
Valarian 
Vetivert, Java 
Bourbon 
Wintergreen 
Wormseed 
Ylang Ylang, Manila 
Bourbon 


35.00@ 38.00 
3.50@ 3.95 
1.70@ 2.00 
1.80@ 2.00 
135.00@ 
36.00@ 40.00 
3.35@ 3.75 
4.00@ 4.10 
8.00@8.35 
8.60@8.85 
3.80@ 4.00 
7.00@ 7.60 
4.25@ 5.00 
4.25@ 4.75 
42.00@ 46.00 
50.00@ 55.00 
1.60@ 1.75 
2.65@ 3.25 
20.00@ 22.00 
18.00@ 20.00 
95@ 1.00 
95@ 1.00 
27.00@ 29.00 
14.00@ 14.50 
2.85@ 3.25 
3.00@ 3.25 
70.00@ 75.00 
35.00@ 37.50 
35.00@ 40.00 
3.65@ 12.00 
5.50@ 6.00 
38.00 Nom'l 
9.00@ 16.00 


(Continued on page 204) 





Amc 


« QUALITY 
« STRENGTH 
« SERVICE 


Hydroxy Citronellal 
Geraniol 

Citronellol 

Rhodinol 


AVAILABLE 


Other Replacements For Aromatic Chemicals, 
Essential, and Flower Oils 


SOAP and COSMETIC PERFUMES 
INDUSTRIAL ODOR MASKS 


Samples on Request 


SEELEY & CO., INC. 


136 Liberty St. - New York 6, N. Y. 
Factories & Warehouses 
Farmingdale, L. I., N. Y. 
Los Angeles, Calif. 


Standard 


SPECIALTY & TUBE CO. 


New Brighton, Pa 


Nyack, N. Y. 
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(Continued from page 203) 
TERPENELESS OILS 


Bergamot 
Grapefruit 
Lavender 
Lemon 
Lime, ex. 
Distilled 
Orange sweet 
Peppermint 
Petitgrain 
Spearmint 


12.00@ 16.00 
65.00 Nom'l 


. 26.00@ 28.00 


40.00@ 45.00 
85.00@ 100.00 
57.00@ 60.00 


100.00@1 35.00 


14.00@ 14.50 
7.25@ 8.00 
18.00@ 20.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% . 
Acetaphenone 
Alcohol C 8 

i er 

Cc 10 

Cil. 

C 12 
Aldehyde C 8 

Cc 9 

Cc 10 

cil. 

Cc 12 

C 14 (so called) 

C 16 (so called) 
Amyl Acetate 
Amy! Butyrate 
Amy! Cinnamate 


Amyl Cinnamate Aldehyde 


Amy! Formate 

Amyl Phenyl Acetate 
Amyl Salicylate 
Amyl Valerate 
Anethol 


1.90@ 2.75 
1.65@ 1.80 
4.25@ 
14.00@ 
4.25@ 
11.50 Nom'l 
4.25@ 
12.00@ 18.00 
27.00@ 30.00 
7.00@ 10.00 


. 22.00 Nom'l 


23.50@ 28.00 
750@ 9.00 
7.65@ 8.25 

55@ «75 
1.00@ 1.10 
4.50@ 5.80 
2.35@ 2.80 
1.50 Nom'l 
3.50@ 3.75 

77@ 8! 
2.75 Nom'l 

80@ 1.15 


Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl-lso-eugenol 
Benzylidenacetone 
Borneol 

Bornyl Acetate 
Bromstyrol 

Butyl Acetate 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamy! Formate 
Citral, C. P. 
Citronellol 
Citronellyl Acetate 
Coumarin 

Cuminic Aldehyde 
Diethylphthalate 
Dimethyi Anthranilate 
Ethyl Acetate ; 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
“Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 

Eugenol 

Geraniol, dom. 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


75@ 1.00 
1.05@ 1.20 
2.00@ 2.25 
5.25@ 6.10 
3.50@ 3.75 
9.50 Nom'l 
2.10@ 3.05 
1.80 Nom'l 
2.25 Nom'l 
6.00@ 6.50 


A9/2@ .19% 


3.00@ 3.60 
95@ 1.10 
8.75@ 10.00 
14.00 

13.00 

8.75 

6.85 

, Nom'| 
3.00@ 3.50 
7.75@ 10.00 
38@ 40 
4.55@ 5.00 
35 Nom'l 
5.50@ 7.00 
75@ 1.00 
75@ .90 
3.60@ 3.80 
80 Nom'l 
80 Nom'l 
40@ 1.00 
6.75@ 6.80 
3.50@ 3.80 
2.85@ 3.35 
6.25 Nom'| 
5.10@ 12.50 
8.50 Nom'l 
13.40 Nom'l 


Indol, C. P. 
lso-borneol 

lso-butyl Acetate 
lso-butyl Benzoate 
Iso-butyl Salicylate 
lso-eugenol 
lso-safrol 

Linalool 

Linalyl Acetate 90% 
Linalyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 
Menthol 

Methyl Acetophenone 
Methyl Anthranilate 


Methyl Cellulose, f.o.b., ship- 


ping point 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone 


Methyl Heptine Carbonate 


Methyl Iso-eugenol 


Methyl Octine Carbonate 


Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 
Neroline (ethyl ether) 
Paracresol Acetate 


Paracresol Methyl Ether .. 
Paracresol Phenyl-acetate 
Phenylacetaldehyde 50% 


100% ee 
Phenylacetic Acid 
Phenylethyl Acetate 


20.00@ 23.00 
1.15@ 1.50 
1.25@ 2.00 
1.50@ 2.60 
2.70@ 3.00 
3.85@ 4.00 
1.50@ 2.00 
7.00@ 7.75 
7.75@ 8.50 
15.00@ 

10.50@ 

13.00@ 15.00 
7.10@ 7.85 
1.50@ 1.80 
2.25@ 2.40 


.60 Nom'l 
2.50@ 3.50 
4.00@ 6.25 
3.50 Nom'l 

45.00@ 60.00 
5.85@ 10.00 


_ 24.00@ 30.00 


2.50 Nom'| 
3.00@ 4.10 
37@ ~=-«.38 
4.60@ 5.10 
4.15@ 4.50 
1.75@ 2.25 
2.00@ 2.70 
2.55@ 3.00 
2.60@ 2.85 
6.00@ 7.25 
2.75@ 
4.40@ 
2.00@ 2.25 
2.25@ 3.10 


Anisic Aldehyde 
Benzoprenone 
Benzyl Acetate 


3.25@ 3.80 
1.15@ 1.30 
60@ .72 


Phenylethyl Alcohol 2.80@ 
Phenylethy!l Anthranilate . 16.00@ 


(Continued on page 205) 


Heliotropin, dom. 
Hydrotropic Aldehyde 
Hydroxycitronellal 


3.75@ 4.00 
7.25@ 7.75 
17.50@ 21.50 


>. PF _ @._ D. 
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DISTINCTIVE COLOR PRINTING FOR THE TOILET GOODS INDUSTRY 
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Coswietics ant WOW TO MAKE THEM 


By Robert Bushby. . .3rd Edition, 1945... .$3.00 postpaid. 


Founded 1854 


FEZANDIE & SPERRLE, Inc. 


205 Fulton Street, New York City 
HIGHEST STANDARD 


This simply written, practical guide for beauty spe- 
cialists, hairdressers and all others concerned with 
preparation of face powders, vanishing creams, nail 
polishes, rouges, lipsticks and other cosmetics is a 
useful handbook for those who have had no previous 
knowledge of chemistry. Contains 
formulas and recipes. Illustrated. 


Colors and Dyes for Cosmetics, such as 


LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS 


easy-to-follow 


Order today from 


. ROBBINS PUBLICATIONS BOOK SERVICE 


inquirtes are invited 9 E. 38th St., New York 16, N.Y. 


Your 


NST a 
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(Continued from page 204) Phosphate, tri-basic 09@ =. 0 Salicylic Acid .35@N .40 
Phenylethyl Butyrate 3.65@ 4.00 Camphor, domestic 16@ .% Saponin “ 1.75@ 2.00 
Phenylethyl Propionate 3.45@ 3.90 Castoreum, Canada 12.00@ 15.90 Silicate, 40°, drums, works, 

Phenyl Valerianate 17.50 Nom'l Cetyl, Alcohol 2.25@ 2.55 100 pounds .. 80@ 1.20 
Phenylpropyl Acetate 5.50@ 5.70 Chalk, precip. : 03'2@ .06!/2 Soap, neutral, white .20@ = .25 
Santalyl Acetate 20.00@ 22.50 Cherry Laurel Water, jug, gal 2.60@ 3.10 Sodium Carb. 
Scatol C. P. (oz.) 5.35@ 6.00 Citric Acid : 21@ 24 58% light, 100 pounds 1.53@ 2.35 
Styrolyl Acetate 3.00 Nom'! Civet, ounce 13.00@ 20.09 Hydroxide, 76% solid, 100 
Vanillin (clove oil) 450@ 4.65 Clay, colloidal 07@ «5 pounds 2.90@ 3.75 
( guaiacol) 3.00@ 3.05 Cocoa, Butter, lump . 25'2@ 27 Spermaceti 54@ ~~ -55!/2 
Lignin ... 3.00@ 3.05 Cyclohexanol (Hexalin) 30@ ~=-.50 Stearate Zine 48@ 50 
Vetiver? Acetate 75.00@ Fuller's Earth, ton 15.00@ 33.00 Styrax 90@ 1.15 
Violet Ketone Alpha 18.00 Nom'| Glycerin, C. P. 55/4@ .55%4 Tartaric Acid 54,@ 55 
Beta 15.00 Nom’ Gum Arabic, white 29@ 32 Tragacanth, No. | 3.85@ 4.50 
Methyl 6.50 Nora'l Amber 3%@ 14!/, Triethanolamine ANA@ .20!/2 
Yara Yara (methyl ester) 2.00@ 3.10 Powdered, U.S.P. 9/5 2) Vinkat: Bletsess 2.00 Nom‘ 
Gum Benzoin, Siam 3.50@ 5.00 Zine Oxide, U. S. P. bbls. 12! 14 
BEANS Sumatra .0@ 1.00 arene er , 22@ 
Tonka Beans Surinam 85@ .95 Gum Galbanum 1.25@ 1.50 OILS AND FATS 
Angostura 1.70@ 1.80 Gum Myrrh . 48@ «50 Guster Me... teala 30',@ 
Vanilla Beans Henna, pwd. 35@ 40 Cocoanut, Ceylon type, c.i.f 
Mexican, whole 11.50@ 12.50 Kaolin 05@ «07 Sanka . raat 21@ 
Mexican, cut 10.50@ Labdanum ‘ 5.00@ 7.00 Corn, erade, Midwest, will 
Bourbon 8.00@ 9.25 Lanolin, hydrous . 25@ 26 Susan 30@ 
Tahati 4.50@ 5.00 PBs eee rm wn Corn Oil, distilled, drums 33}2@ .34 
agnesium, carbonate ‘ 12%, Catton, Waeat 
SUNDRIES AND DRUGS Sieasabe 4 50@  .52 a inpieleneeane 30@ 
Acetone 08@ .I1'/, Musk, ounce 45.00@ 50.00 Grease, white 214@ 
Almond meal .25@ 35 Olibanum, tears .. .26@ 35 Lard 1973, Nom'l 
Ambergris, ounce 10.00@ 12.00 Siftings eee A2ZA@~ «14 Lard Oil, common, No. | 
Balsam, Copaiba 1.10@ 1.25 Orange Flower Water, gal. 1.75@ 2.25 bbls. Nominal 
Peru 1.25@ 1.35 Orris Root, Italian 24@ 30 Palm Niger, drums Nominal 
Beeswax bleached, pure Paraffin .06@ 09 Peanut, bichd., tanks 16 Nom'l 
U.S. P. 68@  .70 Peroxide 1.10@ 1.75 Red Oil, distilled, drums 295%4@ 32/4 
Yellow, refined .60@ .62 Petrolatum, white 06'4@ .08'/ Stearic Acid 
Bismuth, subnitrate 2.00@ 2.13 Quince Seed 1.50@ 1.75 Triple Pressed 3614@ 
Borax, crystals, carlot ton 55.50@ 58.C0 Rice Starch 10 Nom'l Double Pressed 33'|,@ 
Boric Acid, U. S. P., cwt 6.95@ 7.55 Rose Leaves, red 3.45@ 4.00 Tallow, acidless, ba-rols 21a 
Calomine 18@ = .20 Rose Water, gal. 6.50@ 8.00 Tallow, N. Y. C., extra 21%4@ 












Calcium, phosphate 08@ .0834 Rosin, M. per cwt. 11.00@ Whale oil, refined . 1232 Nom'l 





When Leg Makeup 


Needs Improvement 


You Need 





Ed PHOSPHORUS 
| OXYCHLORIDE 
* 


PHOSPHORUS 
TRICHLORIDE 


VEEGUM aids in pigment 
dispersion and suspension, 
improves spreading qual- 
ities and reduces rub-off. 












Literature and samples on request 


R.T. VANDERBILT CO., INC. || PSUs ee 


Specialties Department RIDGEFIELD, NEW JERSEY 


CSRS rr. a el 


230 PARK AVENUE, NEW YORK 17, N. Y. SS ee tances alhadaen 
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PROFESSIONAL SERVICE 





FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


41 Years of "RESULT PRODUCING" Service 
Proves Our Worth. The "TRADES" Recognized 
CREDIT and COLLECTION AGENCY. 





FituinG—tabeling—packaging service for liquids, powders and 
pastes. Complete manufacturing plant and warehouse. Send for 
quotation and prices. We buy and sell surplus chemicals of every 
description. Interested in bottles, jars and caps in all shapes and 
styles, large or small lots. 


VAN PELL CHEMICAL & SUPPLY CORP. 


48 East ist Street GR. 5-3670 New York City 


GEORGE W. PEGG Ph. C. 
Consultant 
Cosmetics—Drugs—lindustrial Alcohol—Fiavoring Extracts 
Labeling—Advertising—Formulas 
152 W. 42nd St., N. Y. 18, N. Y. Tel.: Wisconsin 7-3066 


Washington address: 2121 Virginia Ave. N.W., 
Washington 7, 0.C., c/o Dr. George W. Hoover 


LETTER WRITING IN BUSINESS 


By W. H. Conant. 323 pages 


A new, much-needed book. Gives basic elements for effective 
letters. Also deals with style, vocabulary, the fine points that 
create superior letters. All classifications of business letters il- 
lustrated with 300 live, actual examples .. . $3.00 postpaid. 


ROBBINS PUBLICATIONS BOOK SERVICE, 9 E. 38th St., New York 16 


RESEARCH 
FOR PROFIT 


JOHAN BJORKSTEN, Ph. D. 


Bjorksten Laboratories 
185 N. Wabash Ave., Chicago |, Ill. 


CONSOLIDATED OFFERS 


i—=5 Sweetiand Filter, 20 copper leaves 

3—World or Ermold Semi-automatic Labeling Machines. 

3—Dry Powder Mixers, 600=, other sizes. 

20—Aluminum, Copper, Glass Lined, jacketed and agitated Kettles 
2—Colton =3 Toggle Presses. 

55—Aluminum Steam Jacketed Kettles, 20, 30, 60, 80 gal. 

5—Stokes ‘‘R’’ single punch Tablet Machines make 2'/.” dia. tablet. 
20—30 gal. Stainless Steel Jacketed Kettles. 

2—Stokes RD-4 Rotary 16 punch Tablet Machines. 

i—Karl Kiefer 8 stem Rotary Vacuum Filler, Capem Capper, Weeks Labeiler 
2—Tube Fillers—i Colton worm type, | Stokes gear type. 

21—150 gallon Stainless Steel Tanks 


Only a partial listing. Send us your inquiries. 


We buy and sell from a Single Item to a Complete Plant 


CONSOLIDATED PRODUCTS CO., inc. 


14-15 Park Row, New York, N.Y, Shops: 335 Doremus Ave., Newark Le 
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CLASSIFIED ADVERTISEMENTS 


Rates, per line, per insertion: Business Opportunities, $1.00; Situations 
Wanted and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITY 





SURPLUS WANTED. We WILL BUY: Raw materials, finished 
products, bottles, jars, caps, machinery, equipment. Entire plants. 
Write Just Liquidators, Inc., 129 Pearl Street, New York 5, N. Y. 
WANTED: 2—Dry Powder Mixers; 2—Pony Mixers; 2—Tablet 
Machines; 1—Filler; 3—Kettles; 2—Filling Machines. No dealers. 
Write Box 2353, The American Perfumer and Essential Oil Review. 
PROVEN PLANT PROCESSES for Synthetic Aromatic Chemicals 
for perfume and flavor trades. Complete line of perfume formulae. 
Inquiries invited. Write Box 2673, The American Perfumer. 


FOR SALE: 2—Alsop Sealed Disc Filters: 2—Stokes and Smith 
Auger Type Powder Fillers; Karl Kiefer Visco Type Piston Filler: 
20—Stokes, Single and Rotary Tablet Machine, from 4” to 242"; 
10-12” Belt Conveyors, 10’ to 50’; 9—New 1000 and 2000 lb. Powder 
Mixers: 5—Stainless Steel Kettles, 60, 80, 100, 150, 300 gal.; 10— 
Stainless Steel Tanks, 100 to 1500 gal.; Powder and Liquid Filling 
Machines: Burt. World, National Can and Bottle Labelers; Filters; 
Pumps; etc. Complete bulletin on request. We buy your surplus 
equipment. BRILL EQUIPMENT CO., 225 West 34th Street, New 
York 1, N. Y. 
MAKE FIRST YOUR FIRST SOURCE OF SUPPLY IN 1947. 
25 COMMINUTING MACHINES 
Fitzpatrick, model “D.” 
7 COPPER COATING PANS 
12” diameter, pulley driven. 
1 LABORATORY AUTOCLAVE 
Stainless Steel, 2 gallon, 9” x 9” with Agitator; good for 125 
pounds. 
4 STERILIZERS or RETORTS 
6’ x 14’, 15 lbs. 
FILTER PRESSES 
Shriver and Sperry, 7” to 42”. 
FILLING EQUIPMENT 
For Dry Materials, Juices, Liquids, and Viscous Materials. 
DRYERS 
Buffalo and Devine, Proctor and Schwartz, Stokes, Huhn, 
others. 
GLASS LINED EQUIPMENT 
1 Pfaudler Glass Lined, Jacketed, Agitated, Processing 
Cooker; 300 gallon. 
1 Glass Lined Jacketed, Open top Kettle; 35” x 53”, about 
200 gallon. 
2 Pfaudler 500 gallon, Vertical, Manhole type Tanks, side 
entering agitators, 4’ x 6’. 
1 150 gallon, 3’ x 3’, glass lined tank with side entering 
agitator, 4% HP motor. 
PACKAGING EQUIPMENT 
Fillers, Pneumatic Scale Top and Bottom Sealers, Wrapping 
Machines. Labelers, etc. 
TABLET MACHINES 
Colton 3DT, Stokes Rotary D4, Stokes R. Colton 514, and 
Colton Rotary 10-35 models. 
FIRST IS THE WORD FOR MACHINERY. 
FIRST MACHINERY CORP., 157 Iludson Street, New York 
is, M. Y. 
FOR SALE 
POLARISCOPE, Schmidt & Haensch, Mitscherlich. half shadow, 
in best working order and condition for sale. Chemical Laboratory, 
Port Chester, N. Y. Box 2675—American Perfumer 


FOR SALE: 1,000 gross or more of 539/64 oz. Cap. Flint Blue 
Lacquered Jars 58 C. T. Also, blue coated single shell 58 mm Caps 
lined with Pulp and heavily waxed white seal. Box 2677, American 
Perfumer. 


FOR SALE: Old established essential oil business, perfect purchas- 
ing connections to market as primary distributor (first Hands). 
Long lease for real estate needs. Perfect set-up for importing and 
exporting. Box No. 2676, American Perfumer. 


HELP WANTED 
HELP WANTED: Leading California Company of Perfume Bases 
and Flavors has opening for experienced salesman for the Los 


Angeles territory. Excellent opportunity for the right man. Write 
Albert Albek. Ine., 515 S. Fairfax Avenue, Los Angeles 36, Calif. 
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Marketing Drugs and Cosmetics 


by LOPIS BADER, Pu.D. 


Associate Professor of Marketing, Neu 


York University 


and 


SIDNEY 


PICKER, M.C.S. 


National Merchandisers 


This is the twelfth and concluding installment. 


oe 13. (a) Whenever the Commission has reason to be- 
lieve 


tion is engaged in, 


(1) that any person, partnership, or corpora- 
the dis- 
semination of any advertisement in violation of Section 
1, and (2) that the enjoining thereof pending the issu- 
ance of a complaint by the Commission under Section 5, 


or is about to engage in, 


and until such complaint is dismissed by the Commission 
or set aside by the court on review, or the order of the 
Commission to cease and desist made thereon has become 
final within the meaning of Section 5, would be to the 
interest of the public. 

The Commission or any of its attorneys designated by it 
for such purpose may bring suit in a district court of the 
United States or in the United States court of any Terri- 
tory, to enjoin the dissemination or the causing of the dis- 
semination of such advertisement. Upon proper showing 
a temporary injunction or restraining order she be 
granted without bond. Any such suit shall be brought 
in the district in which such person, partnership, or cor- 
poration resides or transacts business. 

What constitutes false advertising is set forth in Sec. 
15 (a) on page 104: 

Sec. 15. (a) The term “false advertisement” means an 
advertisement, other than labeling. which is misleading 
in a material respect; and in determining whether any 
advertisement is misleading, there shall be taken into 
account (among other things) not only representations 
made or suggested by statement, word. design, device. 
sound, or any combination thereof, but also the extent 
to which the advertisement fails to reveal facts material 
in the light of such representations or material with 
respect to consequences which may result from the use 
of the commodity to which the advertisement relates un- 
der the conditions prescribed in said advertisement, or 
under such conditions as are customary or usual. No 
advertisement of a drug shall be deemed to be false if it is 
disseminated only to members of the medical profession, 
contains no false representation of a material fact, and 
includes, or is accompanied in each instance by truthful 
disclosure of the formula showing quantitatively each 
ingredient of such drug. 


& Essential Oil. Review 


Just what it covers is to be discovered only by continu 
ally following the stipulations of the commission as found 
in their cease and desist orders accepted or sustained, 
since each complaint coming before the commission is con- 
sidered on its merits. Stipulations to cease and desist which 
have been accepted by respondents or sustained by the 


courts cover the following: 


1. Misrepresentation of therapeutic properties of 
drugs, cosmetics, and devices. 

2. Failure to reveal possible harmful effects of drugs, 
cosmetics. and devices. 

3. Misrepresenting products as being designed or ap 
proved by physicians or dentists. 

1. Misrepresenting effectiveness of product. 

5. Misrepresenting domestic products as imported. 

6. Failure to disclose the dangerous character of a 
product. 


Under these circumstances you may not advertise your 
product as curing when it does not; you may not claim that 
your soap or cosmetic will kill germs when it will not. 
There is, however, nothing in the act or the stipulations 
which prevent you from saying it will cure when you have 
sufficient evidence that your product does cure. You may 
say it will relieve when it does. Or you may advertise your 
product for sale and say nothing about what it will do. 
By way of examples: a producer of a headache cure says 
merely, “If you have a simple headache take — 
brand of headache powder. Use only as directed. If head- 
ache persists see your doctor.” A well-known cough drop 
simply states, “Don’t cough, use — brand Cough 
Drops. Don’t Spread Germs.” The inference. we sup- 
pose, is that neither will happen if those cough drops are 
consumed. A well-known laxative is advertised on the basis 
that if you are over 35 years old it is better for you than 
oils or salts, but in what way or why better or just what it 
does is taboo. You may say a product soothes, as in the 
case of an ointment applied to a burn, and urge its use 
provided there are no deleterious aspects to the products 
so advertised. So long as your advertising does not cheat, 
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deceive, or fool anyone it would seem to meet the require- 
ments of the act. 

Cases come before the commission either by complaint 
of competitor or consumer or as the result of examination 
of the advertisement by the Commission’s Radio and Peri- 
odical Division. This division examines hundreds of thou- 
sands of advertisements annually in newspapers and maga- 
zines, they read Almanac advertising, mail-order catalogs 
and over 2,000,000 pages of radio script. 


The commission has been negotiating stipulations that: 


inhibit the publication of advertisements that do not dis- 
close the probably harmful effects of the product. “In lieu 
of the publication in the advertising of a full statement of 
such harmful effects, these stipulations permit the publi- 
cation of the statement, ‘Caution: Use Only As Directed.’ 
if and when the directions for use which appear on the 
label or in the labeling carry an adequate disclosure of the 
probable harm.” 

These stipulations have the effect of commission super- 
vision of labels and result in a double supervision of labels, 
which may be costly and confusing to business men. Under 
this ruling, it would seem, as satisfactory decision on a 
label by the Food and Drug Administrator may be nulli- 
fied by the commission. Considerable objection by busi- 
nessmen in the drug and cosmetic industries has been regis- 
tered against this extension of the commission’s con- 
ceived duty. As a result a bill has been introduced into 
the United States Congress by Representative B. Carroll 
Reece to clarify the law in this and other matters. The bill 
is H.R. 2390 and it has three objectives :* 


1. To afford effective judicial review of the commis- 
sion’s cease and desist orders. 

2. To limit the aggregate amount of penalties which 
may be assessed for a single notation of commission’s 
orders. 

3. To avoid conflict with the Federal Food. Drug and 
Cosmetic Act by defining more clearly the commission’s 
jurisdiction as to foods. drugs, devices and cosmeiics. 


The new bill would oblige the federal circuit courts to sus- 
‘66 : ” 
preponderance of the evidence 
as against the present law which requires “evidence” only. 
The new bill would limit fines to $1,000 for each offence 
with a maximum fine of $10,000 for violation of an order 


tain the commission on a 


after it became final. Under the present law the penalty 
runs up to $5,000 for each offence. Since “each publication 
of an ad is a separate offence. the sky is the limit” says 
Business Week. The third objective is to control the dual 
supervision over labeling that is now in the course of be- 
coming implemented. 

Most businessmen are honest and desire to obey the laws 
of the land. It is probably safe to say that the leaders in 
production and sale of drugs and cosmetics lean over back- 
But apparently under the 
Federal Trade Commission Act there can be many border- 
line cases. 


ward to conform to the law. 


In the analysis of border-line advertisements 
during the year 1942-1943 involving 2362 commodities the 
l'ederal Trade Commission reports that 48 per cent were 
* There would seem to be 
need of clarification of the law and close study of business- 
men in those industries to avoid unnecessary action by the 
commission and loss of prestige by the trade. 

Business should also know that after complaints are 
filed the fullest opportunity is offered the respondent to 


drugs and 17.1 were cosmetics. 
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justify his actions and that he may be represented at hear- 
ings by counsel qualified to appear before the commission. 
If the commission after proper hearing finds respondent 
guilty they issue a cease-and-desist order stipulating what 
respondent is to refrain from doing in the future. Sixty 
days after issue the order becomes final unless meanwhile 
the respondent files a petition for review before the United 
States Circuit Court of Appeals. After hearing by the court 
the order becomes final if the commission is sustained, 
unless a petition for certiorari is made to the Supreme 
Court. The order then becomes final 30 days after the de- 
cision ‘of the Supreme Court if the commission is sustained. 
Any of the courts on review may order a change in the 
commission’s order or dismiss it altogether if in the opin- 
ion of the court the evidence so warrants. 

The producers and distributors of drugs. cosmetics. and 
devices must pay considerable attention to the Food, Drug 
and Cosmetic Act of 1938 because of its effects on the pro- 
duction and sale of their products. The act “is designed to 
regulate interstate. import and export commerce in food. 


drugs. devices and cosmetics to secure consumer protec- 


tion from the abuses that exist in these industries. 

In addition to the important purpose of protecting the 
consumer in these fields the act is a penal statute, violation 
of which may result in heavy fines and prison terms. Con- 
viction on a first violation may result in a $1,000 fine 
and/or imprisonment up to one year, and for second vio- 
lation or a violation involving intent to defraud, a fine up 
to $1,000 and or 3 years in prison may be assessed by the 
court. Legitimate businessmen must also reckon with the 
loss of good will among customers and prospects that may 
flow from a conviction, especially so if they are heavy 
shippers to foreign markets. 

Other methods of enforcement may be applied. Prod- 
ucts that violate the act may be seized and injunctions to 
restrain repetition of dangerous violations may be secured 
from the proper court. Finally the producers and sellers 
of drugs, cosmetics. and devices should know that the edu- 
cational period to acquaint the trade with the provisions of 
the act is over. The administration is now cracking down 
and as cases come into the courts the prosecuting attorneys 
of the Attorney General’s office are asking for the imposi- 
tion of stiff penalties. 

Wharton’s analysis of the act suggests that among other 
things prosecutions may result because of the following: 


lL. Sections 501 (a) (1) and 601 (b) of the Act de- 
clare drugs. devi¢es and cosmetics to be deemed to be 
adulterated if they consist in whole or in part of any 
filthy, putrid, or decomposed substance. This section 
applies to products which have been rendered filthy by 
contamination, for example, with insects and ravages of 
rodents, or by decomposition or molding, as well as to 
those which are inherently filthy. Products become filth 
contaminated, putrid, or decomposed as a result of de- 
terioration or improper storage. This section is very 
frequently invoked to safeguard soundness and usabil- 
ity of drugs. 

2. A drug, device or cosmetic is declared to be adulter- 
ated (501) (a) (2) and 601 (c) if it has been prepared, 
packed, or held under unsanitary conditions whereby it 
may have been contaminated with filth, or whereby it may 
have been rendered injurious to health. This provision 
of the law is frequently invoked in the interest of public 
protection. 


The American Perfumer 





3. Under Section 501 (a) (3) and 601 (d) a drug, 
device, or cosmetic is declared to be adulterated if its 
container is composed in whole or in part of any poison- 
ous or deleterious substance which many render the con- 
tents injurious to health. 

1. Section 501 (a) (4) and 601 (e). A drug, device, 
or cosmetic is declared to be adulterated if it bears or 
contains, for purpose of coloring only. a coal-tar color 
other than one from a batch that has been certified in 
accordance with regulations as provided in the law. This 
provision is intended to prevent the use of dangerous 
coal tar colors. In the case of cosmetics, hair dyes are 
exempted. To illustrate the practical effect of this provi- 
sion, I shall refer to a very recent action begun against 
a color manufacturer of New York City. Investigation 
disclosed this firm was selling to cosmetic manufacturers 
two uncertified and uncertifiable dyes, namely, C.1. No. 
17 (Amino-azo-toluene) and C.I. No. 19 (Dimethyl- 
amino-azobenzene), notwithstanding that these colors 
are known to have carcinogenic properties and have been 
proved capable of producing cancer when applied to the 
skin of experimental animals. Temporary injunction has 
been granted to prevent further distribution in the chan- 
nels of trade of these colors by the company, and seizures 
were made of a number of cosmetics in which these dyes 
were used. Prosecution is pending against a number of 
cosmetic manufacturers who employed these dyes il- 
legally and in wanton disregard of the dangers involved. 

5. Section 501 (b). The law declares a drug to be 
adulterated if it is represented as a drug, the name of 
which is recognized in an official compendium (United 
States Pharmacopeia. Homeopathic Pharmacopeia, and 
National Formulary) if strength, quality or purity falls 
below the standard of strength, quality or purity set with- 
in such compendium. 

6. This provision of the law and its companion 501 
(c), a provision which declares a drug to be adulterated 
if its strength differs from or its purity or quality falls 
below that which it purports or is represented to possess, 
are very, very frequently brought into use both in the 
case of excesses of active ingredients, both of which in 
some cases render products dangerous.® 

7. Section 502 (a). A drug or device is deemed by 
the law to be misbranded if its labeling is false or mis- 
leading in any particular. This is the provision of the 
law most frequently invoked as it applies in particular 
to false and misleading claims of therapeutic value, and 
in this connection Section 201 (b) of the Act must be 
taken into consideration, for this Section directs when 
alleging an article to be misbranded because the labeling 
is misleading, taking into account. among other things. 
not only the representations made. but also the extent 
to which the labeling fails to reveal facts material in the 


light of such representations, or material with respect to 
consequences which may result from the use of the article 
to which the labeling relates under the conditions of use 


prescribed in the labeling and under such conditions of 
use as are customarily used. 

I have a package in my hand which illustrates false 
claims made by patent medicine manufacturers in the 
long ago before regulation of their labels became ef- 
fective. The label reads: ‘Dr. Warren’s Wild Cherry and 
Sarsaparilla Trokies, an Unfailing Remedy for Coughs. 
Colds, Bronchitis, Catarrhal Affections, Consumption 
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and all Lung Diseases. American Medicine Company, 
Manchester, New Hampshire.” No longer is it possible 
for any extended time to mislead the public with such 
foolish and impossible assertions. 

8. Section 502 (a) (1) and 602 (b) (1). Drugs, de- 
vices and cosmetics are defined as misbranded if in pack- 
age form and they fail to bear the name and place of busi- 
ness of the manufacturer, packer. or distributor; and an 
accurate statement of the quantity of the contents in 
terms of weight, measure. or numerical count. This is 
one of the informative branding requirements of this Act. 
Charges under this provision are quite frequently 
brought in relation to short weight and short measure 
practices. The failure to declare the name and address 
of the manufacturer, packer, or distributor is charged 
usually in conjunction with other charges. 

9. Section 502 (d). The Act declares a drug or device 
to be misbranded if it contains certain named narcotic 
or hypnotic substances which are habit forming unless 
the label bears the name and quantity or proportion of 
such substance or derivative and in juxtaposition the 
May be Habit Forming.’ 
ber of cases have been brought under this prohibition. 
The best way to illustrate the effect of this provision is 
to do so in a positive way. I show you two packages of 
Winthrop’s LUMINAL, one represents the label before 
this provision became effective, the other the label after 
this law was passed. The first reads on its face: ‘100 
Tablets LUMINAL, Brand of Phenobarbital.’ The second 
reads: ‘100 Tablets, LUMINAL, Brand of Phenobarbital, 
Warning, May be Habit Forming.’ This informative 
label requirement is of course intended to put users on 


statement, ‘Warning A num- 


notice that they should exercise the necessary care in the 
use of such drugs. There is also a CAUTION LABEL 
on the current package of Luminal which takes it out of 
the channels of indiscriminate sale, which requirements 
of the law applicable will be later referred to. 

10. Section 502 (e). The law specifies that a drug or 
device shall be deemed to be misbranded if it is not an 
official drug, when the labeling fails to bear the common 
name of the drug, and, in case of products fabricated 
from two or more ingredients, fails to declare the com- 
mon or usual name of each active ingredient. This sec- 
tion also requires proportion declaration of bromides, 
acetanilid, aminopyrine, atropine and other dangerous 
substances given by name and any derivative or prepara- 
tion of such substances. 

In some cases, it sometimes happens that a firm will 
declare as active ingredients constituents of drugs which 
by no stretch of the imagination can have any active 
effect. This constitutes a violation. 

The requirements for cosmetics do not include in- 
gredient declaration. 

A great many actions have been brought under this 
section. For example, Notice of Judgment No. 642 
reports the case of seizure of a product labeled as “Dia- 
plex”. Analysis of the article showed it to consist of the 
salt bush plant. Here it was the purpose apparently of 
the distributor to clothe this product with a fancy name 
and thus disguise it. 

Notice of Judgment No. 664 reports the case of seizure 
against a product sold under the trade name of “Res- 
pirine”. Among the charges against this product was 
included failure of the article to bear a statement of 
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quantity or proportion of belladonna alkaloids that it 
contained. Of course, atropine, mentioned in the law, is 
an alkaloid of belladonna. 

Notice of Judgment No. 643 covers a product labeled: 
“Quinine Hair Tonic,” the charge, among others, was 
brought that the article failed to bear the common or 
usual names of the active ingredients and that the label 
failed to bear an accurate statement of the quantity of 
contents. 

11. Section 502 (f{). The drug chapter of the Act speci- 
fies that a drug or device shall be deemed to be mis- 
branded unless its labeling bears adequate directions for 
use and such adequate warnings against use in those 
pathological conditions or by children, where its use 
may be dangerous to health, or against unsafe dosages 
or methods on duration of administration or application, 
in such manner and form as are necessary for the pro- 
tection of users. This is one of the most important man- 
datory requirements of this Act, and it is one which has 
been frequently violated. In connection with its inter- 
pretation, Section 201 (n) must be held constantly in 
mind. This, as I have told you, requires revelations of 
material facts as to the consequences which may result 
from the use of articles. Section 502 (j) must also be 
considered. This declares a drug or device to be mis- 
branded if it is dangerous to health when used in the 
dosage or with the frequency or duration prescribed, 
recommended or suggested in the labeling thereof, but it 
should be remembered that the law itself exempts from 
declaration of adequate directions for use when these 
are not necessary for the protection of the public health. 
Under this exemption a regulation allows exemption 
from declaration of adequate directions for use, when 
the product is made for exclusive use on prescription of 
physicians, dentists or veterinarians and the label bears 
caution to this effect. Such exemption is not provided for 
warnings. Warnings must be made no matter what the 
distribution intended, may be. 

It has been determined that certain drugs are too 
dangerous for use under any circumstances. Among these 
are dinitrophenol, dinitrocresol, diethylene glycol, and a 
device known as lead nipple shields. I will show you 
a specimen of this device. It was formerly employed as 
a shield for protection in the case of cracked nipples of 
nursing mothers. Being made of lead, a reaction of the 
lead with the mother’s milk occurs forming lead lactate, 
and frequently this caused death of nursing children by 
lead poisoning. Numerous actions have been taken 
against these products, and they are believed to be now 
entirely off the market. 

Dinitrophenol and its companion product, dinitrocre- 
sol, have been the cause of many deaths, they cause 
cataracts and blindness, they burn up fat by causing 
run-away metabolism, and undermine health. 

Prior to the passage of the law which we have under 
consideration, these dangerous drugs were quite exten- 
sively sold as cures for obesity. I show you a package 
which was put out by Weight Controls, Inc., New York 
City, as late as 1938. The product is labeled: “Weight 
Controls.” These capsules contain dinitrocresol. Inves- 
tigation by the Food and Drug Administration showed 
that this item caused blindness and death under pitiful 
circumstances. One of the proprietors of the company it- 
self took the article for obesity and was blinded. Among 
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the many injured users was a mother with two young 
children who died with the children on either side of her 
in bed. Under the old law nothing could be done by the 
Federal Government in this situation, as there was no 
prohibition against the sale of dangerous drugs. Now, 
however, this firm and all others who were engaged in 
this dangerous business have folded up. 

Diethylene glycol was used as a solvent in the famous 
Massengill Elixir Sulfanilamide catastrophe. involving 
the death of more than 100 people. This firm was prose- 
cuted and fined $26,100. 

There are a great many drugs which are dangerous 
for use except when employed under strict medical super- 
vision. These include aminopyrine barbiturates, can- 
tharides, cincophen, the sulfa drugs, thyroid, and many 
others. Such drugs are required to be labeled with the 
prescription legend previously referred to as exemption 
products from declarations for use, and they are re- 
quired to be sold only on prescription. The product 
“Luminal,” to which I have previously referred as being 
a barbiturate and required to be labeled “May Be Habit 
Forming,” is also required to be Jabeled “Caution—To 
be used only by or on the Prescription of a Physician. 
Dentist, or Veterinarian.” 

12. Section 502 (i) (1) and 602 (d). 
declares a drug or cosmetic to be misbranded if its con- 
tainer is so made, formed or filled as to be misleading. 
This means that products may not be packed so as to 
give a larger size or quantity or value appearance than 
actually present. There are many ways in which pack- 


The law de- 


ages may be made to appear larger or more valuable than 

they are actually. 

The act defines “labeling” as including gll printed mat- 
ter accompanying any article. This appears to mean all 
inserts in package and booklets that may be used at point 
of sale to aid in or induce the sale of the product. Rulings 
by the federal courts indicate that the inserts or booklets 
need not have accompanied the product so long as they 
were used to aid in or induce the sale of the product. Under 
these circumstances whatever has been said in the discus- 
sion as applying to labels also applies to the inserts. 

The act also provides that colors used in the production 
or preparation of drugs and cosmetics must be certified 
for such use by the administration. This is to prevent the 
use of colors the chemical content of which might have 
injurious effects when the product is used. The act provides 
too for the receipt of applications for new drugs, which are 
then examined to determine the accuracy of the claims 
made for the safety of the new product. A new drug may 
not be introduced or delivered for introduction into inter- 
state commerce before it has been accepted by the Federal 
Security Administration.’ However, a limited distribution 
of a new drug may be made for investigational use by 
experts qualified to investigate the safety of drugs. This 
provision was made to prevent calamities such “as oc- 
curred when diethylene glycol was used in Elixir Sulfa- 
nilamide without adequate scientific testing to determine 
its safety.” 

An amendment was added to the act in 1941, the latter 
part of which gives the administration complete control 
over the manufacture of insulin and drugs containing in- 
sulin. The amendment prohibits the distribution of in- 
sulin-containing drugs that have not been certified accord 
ing to provisions it outlines and to regulations to be pro- 
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mulgated by the Federal Security Administrator.* The 
regulations have been issued by the administration and all 
insulin-containing drugs must now be submitted for assay 
following which approval must be secured from the ad- 
ministration before they can be marketed. 

The administration is an effective agency in its super- 
vision of the drug and cosmetic industries. During the 
years 1941-1942 and 1942-1943 it collected and inspected 
samples and lots to the number of over 98,000, of which 
drugs and cosmetics accounted for over 21,000 items.° 
During the two years they procured samples on which crimi- 
nal prosecutions were based to the number of 566 drugs 
and devices and 14 cosmetics. The number of seizures 
made in drugs and devices was 542 and in cosmetics 17 
and the number of injunctions secured totaled 10. 

Like Federal Trade Commission actions violations have 
been found among concerns of high and low degree and as 


in the case of Federal Trade Commission many of the vio- 
lations have not been intentional. They occur unknown to 
the management or they are borderline cases. They do 
suggest, however, that in situations as complicated as these 
involving laws like these that businessmen must be on their 
guard literally day and night to prevent violations the 
exposure of which may have profound effects on their busi- 
ness enterprises. 


' Business Week, March 24, 1045 
‘ Annual Report, Federal Trade Commission, year ending June 3¢f 1943 
This discussion of the Act is based largely on lectures given by W. R. M 
Wharton. Eastern District, U. od & Drug Administration at New York 
University, Oet. 30, 1944 and April 9, 1945 
6A physician must know ie rength of the drug he is 
cases too much of an ingredient may be harn even lethal, whereas 
little may not give the desired result and so il to ecu A producer 
a product where too much or too little may have ndesired effects r 
the necessary steps to mix proper! and fill his package t 
only the amount shown on the package is contained in 
* The Food and Drug Admir Federal Security 
innual Reports, Food and Drug Administration, 1941 
Ibid, p. 53. 
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CHAPTER 21 


Developing Market Plans 


In this chapter there is suggested the formation of a marketing plan by the producer 
or marketer. Various details in connection therewith are indicated, as for example 
the various methods that might be followed in the introduction of a product. This 
involves one in the hiring and training of salesmen (an important and complicated 
activity), the use of “free goods” at the right time. and how to expand the sales force 
as volume increases. Special inducements are apparently sometimes necessary to 
induce the best efforts of salesmen or the cooperation of dealers and these are sug- 
gested. The part played by demonstrators is indicated and finally the house-to-house 
method of selling is described so that this marketing plan may be resorted to if a 
newcomer should have a special aptitude for that kind of selling or if he finds regular 


channels practically closed to him. 
a review of the ground so far covered. 


E have now reached the point where we must make 
practical use of some of the general information we 
have acquired about the marketing of drug products. 


THE MARKETING PLAN: We must decide exactly how 
we are going to operate and develop our own merchandis- 
ing plans in conformity with conditions as we have found 
them. In order to do this effectively, we must accept the 
evidence we have obtained in our marketing survey and in 
our investigation of underlying price policies. We should 
determine the following: 

1. What our price policies should be. As has already 
been shown, the analysis of the price policies of competi- 
tors and competitors’ products will suggest the limits of 
our price range. 

2. What trade discounts to give to the wholesaler, and 
the retailer. What other special discounts, if any, to give. 
In Chapter 7, we have indicated customary discounts which 
may be taken as the base for the discounts to be used in 
our marketing plan. 

3. The general terms of sale. 

Attention has already been called to price maintenance 
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A recapitulation appears at the end somewhat as 


and its effect upon dealer pushing and consumer buying. 
If we are going to adopt a price-maintenance policy, it 
means that we are going to add many problems to the 
general run of price problems, in having dealers maintain 
the policy. We must, therefore, plan operations to fall into 
those specific channels that will permit the maintenance 
of prices. Since the passage of the state fair trade laws 
and the Miller Tydings Bill, the problem of price main- 
tenance is now confined to a definite question on policy. 
Should a resale price be fixed or not? With practically 
every large manufacturer and most of the smaller ones 
working under a price maintenance plan, that problem is 
A fixed resale price is definitely 
recommended. The modus operandi is explained in Chap- 
ter 16. 


We must determine, also, just to what extent we propose 


more or less solved. 


to tie up the sales plan with the wholesaler’s selling effort. 

The acquiring of new outlets is essential, and the hiring 
and training of the right type of detail salesmen is very 
important. After we have determined what we propose 
to do in any way of missionary dealer contacts, and have 
selected our sales staff for this purpose, we must then 
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If we 


are selling higher or medium-priced merchandise, we 


determine the type of outlets we propose to contact. 


should limit our calls to those outlets that are in the shop- 
ping sections of communities, and those retailers that are 
rh or “3” 


We must also bear in mind the departments we are 


considered class stores. 


going to solicit. This has particular reference to depart- 
Care should be taken to see 
that the buyers of all the logical departments are solicited. 


ment and variety store calls. 


In many stores, products are salable in more than one 
department. At the same time, plans should be made so 
that careful and consistent follow-up work with each of 
these outlets is maintained. 

Having decided what our policy toward price mainte- 
nance is to be, having determined on the type of whole- 
salers and the nature of the outlets we want to solicit, we 
We must 
tackle that part of our market that seems best suited for a 


then must settle on our territorial coverage. 


product such as we are marketing and see to it that we 
have all the necessary information available to cover it in 
the most expeditious way. This necessitates careful plan- 
ning. and, what is most important. the complete and care- 
ful coordination of the sales promotion. the advertising 


efforts. and the selling. 


INTRODUCING A NEW PRODUCT 

There are several ways to introduce new products that 
have been successfully used both by old. established firms 
and by firms who are embarking in the drug field for the 
first time. The basic factor in the success of all plans is 
the proper coordination of all efforts. If merchandise 
reaches the dealer too far ahead of the advertising cam- 
paign, his interest languishes, and the enthusiasm of the 
initial introductory effort is lost. Then. when the adver- 
tising actually starts, the product already seems to have 
dealer’s shelves. 


gone “sour” on the 


The advertising 
should be released not more than 30 days after dealers 
are stocked. 

If advertising is released soon after the dealers have 
received the product and it is powerful in its pulling effect, 
it usually creates an interest among new dealers, and 
On the other 
hand, advertising before the product has been distributed 
among dealers is as ineffective as delayed advertising. 


immediate sales results may be apparent. 


Since coordination of both selling and advertising is very 
important, the release of advertising must be timed to 


coincide with the time when adequate sales coverage has 
been secured in the territory being worked. Generally, a 
territory should not embrace a field that takes more than 
four to six weeks to cover. 


A good plan to stimulate or 
secure interest of dealers is to send them a reminder imme- 
diately prior to the release of the advertising. This will 
create interest on the part of the dealers who have bought, 
and those who have said “create the demand first and I 
will stock” are more likely to watch for and note the calls 
developed by advertising and to stock more promptly than 
if the arousing of their interest is left to casual demand. 
Salesmen very frequently solicit orders in poor type and 
unimportant outlets, wasting considerable time that might 
be spent more profitably elsewhere. Through properly 
directed promotional work uncontrolled efforts of salesmen 
should be controlled and of results will 
increase. For instance, salesmen can be given lists of 
stores to call on. These lists may be classified either by 


effectiveness 
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credit standing; location as to high spots and neighbor- 
hood; or type, that is, ethical, general, or chain outlet. 
Lists of local stores can be obtained from many local news- 
papers, who usually have route lists available for adver- 
tisers. In addition to using the sales promotion divisions 
of some of the large city newspapers, we can use the 
direct-mail method and trade publications to pave the way 
for the salesmen’s call. (see Chapter 12) Cooperation of 
this kind is essential to successful selling. As far as pre- 
liminary sales promotional efforts are concerned, lining up 
the most likely and desirable outlets is a necessary corol- 
lary of our marketing plan. When properly conceived, it 
will help salesmen speed up their work, increase their 
efficiency and increase sales. 


OF SALESMEN: When 
proaches a dealer, he must be well grounded in his line. 
He must be fully familiar with competitive brand packages, 
his own selling terms, deals. prospective advertising, and, 


any salesman ap- 


what is more important. the logical and sound reasons why 
the commodity will sell in the dealer’s shop. The custom 
is generally to employ men to sell to druggists and kindred 
outlets selling drug products. and women to solicit those 
outlets where demonstrators are to be used. 

Many plans fail to click because when the sales repre- 
sentatives make their initial calls, they do so without pre- 
vious and thorough training. Salesmen should be instructed 
carefully, not only in price and product policies but in the 
merchandising and advertising plans of competitors, also 
the hindrances and objections they will have to face, so 
that they will be fully prepared for any or all selling resis- 
tances they will meet. 

The course of training through which salesmen should 
be put may be arrived at by means of a job or difficulty 
analysis. A well-trained observer, by interviews, can dis- 
cover the particular difficulties that arise in the selling of 
a product and how these difficulties have been successfully 
met. A trained educator could then be engaged to take 
the findings and map out a course of lessons and perhaps 
do the first training of salesmen, after which an executive 
of the business ought to be able to continue the work. 
Those who find it necessary to train on a large scale will 
find the principle well developed in W. W. Charters’ book, 
“How to Sell at Retail.” and in a survey of such training 
in the unpublished thesis by Louis Bader, “Course Con- 
struction for Sales Training in the Flectrical Industry,” 
New York University library. 

Salesmen should also be instructed as to how to capi- 
talize on the dealers’ orders that they take, by using them 
as a selling point in trying to interest others. These results 
can be brought to the attention of wholesalers most satis- 
factorily, so that the interest of the wholesalers’ sales de- 
partment can be capitalized to the fullest degree, by the 
example of the field success of your own men. Generally 
the best way is for salesmen to hold the orders in the field, 
and when calling on a local wholesaler, to show them to 
the buyer. This will help materially in getting the whole- 
saler to buy the product not only to cover the orders given 
them but also an extra quantity to take care of repeats 
and for stock. 

Sales managers, very frequently, neglect to make actual 
field calls with the salesman. Having the sales manager 
accompany him on field calls gives the salesman confi- 
dence, helps to make sales, and uncover imperfections in 
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the merchandising and sales plans that did not show up 
in the preliminary planning, that might not otherwise 
have been discovered before the plans were launched on 
a large scale. 

It is 
acquaint them thoroughly with credit conditions existing 


essential, too, in instructions to salesmen to 
in each territory. Credit conditions and the directing of 
sales efforts accordingly will have a large bearing on the 
success of the sales campaign. The following is illustrative 


of what is meant: 


Most druggists do the bulk of their buying 
This 


even the orders given directly to manufacturers’ 


from their regular wholesalers. includes 
salesmen or agents in which cases the orders are 
“billed” o1 “shipped” through wholesalers. The 
offers a variety of fifty 
thousand or more items regularly stocked and by 


wholesaler generally 
drawing on the wholesaler’s stock for small and 
frequent purchases the dealer is enabled to secure 
a rapid turnover impossible when the same char- 
acter of merchandise is purchased direct from the 
manufacturer. Also, the great majority of manu- 
facturers in the drug trade have no facilities for 
direct-to-druggist selling and therefore supply 
their 
wholesalers. 


merchandise almost exclusively through 


However, in the cases of manufacturers of 
broad and diversified lines or of products suit- 
able for direct purchase by druggists in sizable 
quantities, it is practical both for druggists and 


manufacturer to establish direct buying relations.’ 


lf the wholesalers in some territories are compelled to 
say “thumbs down” on C. O. D. to 50 or 75 per cent of 
their customers, a condition that was prevalent in many 
places during 1934 to 1940, then any selling effort will 
be futile in those territories. 


DEMONSTRATION. SLPERVISION AND CONTROL: If 
we propose to have our advertising and selling handled by 
means of demonstrations at the point of sale, we must first 
arrange for our demonstration crews. Second, we must have 
our supervision lined up, decide on the timeliness of both 
efforts. and arrange for the necessary contracts and tie-ups 
with department and other store buyers. Furthermore, 
demonstrators must be trained. Usually, the supervisor 
in the home city is given the job of training the demon- 
strators in some local outlet, or demonstrators are em- 
ployed in the home town, trained by the general super- 


visor, and then sent out from headquarters. 


DEVELOPING ONE TERRITORY AT A TIME: The plan 
of building a business by developing one territory at a time 
has been used by many firms and found exceptionally suc- 
cessful. When this method is used, each territory receives 
it intensive sales, merchandising, and advertising coverage 
with greatest efforts concentrated at the point that will 
produce the best results. Operations are not too wide- 
spread; therefore careful and thorough control is possible. 

Noxema Chemical Co. is one firm that has used this 
method successfully. The firm has been building each 
market on its own and been outstandingly successful with 
their specialty. There are many others whose experiences 


& Essential Oil Review 





have been similar and whose plans might be followed. 


DISTRIBUTION THROUGH FREE GOODS: Sometimes 
when a manufacturer thinks that he wants distribution 
quickly, he will attempt to put over an advertising cam- 
paign that is strong enough to create a rapid repeat demand 
on the dealer. In that case a manufacturer will send every 
dealer in a territory a small quantity of his product without 
charge, with an explanatory letter and then await results. 
For example, the manufacturer of Vick’s Voratone sent 
full-size packages to every druggist in the country at the 
time their campaign started. This procedure was expan- 
sive but certain in one respect. It secured immediate dis- 
tribution of a kind. 
vantages. The dealer frequently is not interested in the 
Probably 


he gave only casual attention to the advertising plan when 


At the same time, it has its disad- 


product. He has not been told much about it. 
it was laid before him. He has the product on hand, and 
can make delivery when it is sold or when it is called for 
over his counter, but he puts forth little or no effort of 
his own to sell it. And some interest on the part of the 
dealer is considered necessary in the sale of any product. 
When distribution is 
little or no possibility of selling large quantities to the 


obtained by free goods, there is 
dealer while the free merchandise remains on his shelf. 
Although it is expected that the advertising will have sufh- 
cient power to pull the merchandise from the dealer’s 
shelf fast enough to create a constant turnover of mer- 
chandise, thus requiring repeat orders from the dealer. 
it does not always do so. This method of getting initial 
distribution has been tried a number of times with some 
success, but it is expensive in the first instance, and in 
few cases has it succeeded 100 per cent. The most con- 
spicuous example of this form of introductory effort was 
the introduction to the drug field several years ago of 
Vick’s Antiseptic. This company was apparently success- 
ful, they demonstrated the principles necessary to success: 
a good product, a well-known name. good will of dealers. 
and the financial resources which permitted expenditures 
necessary to put the deal across—thev were reported to 
have spent nearly $1,000,000 in three months’ campaign. 


FREE OFFERS: In the introduction of new products. very 
frequently free introductory offers are made to retailers. 
We are not referring, here, to the commonly known “free 
goods deals.” which are but a form of price reduction. 
What we refer to here especially is the method of intro- 
ducing new products by giving dealers some of the product 
free. An example of a successful introduction of a new 
product without using salesmen is that of Vicks with its 
Voratone Antiseptic. They made use of the 10c trial 
package and the regular 25c size and sent every retail 
druggist four packages of the 10c size and two packages 
of the 25c size free, prior to their campaign. This nat- 
urally aroused the interest of the retailer, as he was receiv- 
ing 90c retail value free. The adoption of this plan had 
its element of danger, however, since there was little prob- 
ability of any repeat orders coming from the retailer until 
he had sold the merchandise that he had got for nothing. 
Nevertheless, the advertising tie-up was nationwide in 
scope, and powerful enough to move the initial merchan- 
dise from the hands of the dealer, even in a highly com- 
petitive field with Listerine, Pepsodent Antiseptic and 
others. It was timed to reach the public in mid-winter, 
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when products of this type are most widely used. Not 
only did the merchandise receive favorable dealer accep- 
tance but also consumer. The consumer, who had _ been 
sold by the advertising, had no difficulty in satisfying his 
wants, if he chose to buy the product. He was not com- 
pelled to make many stops before he found a dealer with 
the product. 

Generally, dealers will not buy more merchandise if they 
have a few packages, or even a single package. of a prod- 
uct on hand. To send any merchandise to a dealer without 
the personal call of a salesman means inattention and 
ignorance of a sales campaign. Often clerks will not know 
that there is any of the product in stock and that means 
loss of sales. A small stock of merchandise means inade- 
quate display, and poor tie-up, on the part of the dealer, 
with window and counter displays. Lack of effective im- 
pression on the dealer. casual and ineffective sales drives. 
and complete ignorance of manufacturers’ plans and cam- 
paigns, all combine to make this method of obtaining 
distribution dangerous for any but the most experienced 
manufacturer with complete acceptance and recognition 
in the drug field in connection with other products. Other 
methods should be used. that will give not only complete 
coverage, but more effective coverage. Moreover. good 
introductory sales effort means at least some initial sales 
and volume to help absorb the cost of the introductory 
campaign. 


ADVANTAGES OF TERRITORY 


While the same methods can be 


CONCENTRATION: 
used for manufacturers 
who cover smaller areas, there is one definite advantage in 
this method of introduction to a product. It insures com- 
plete and absolute coverage in any territory. From a dis- 
tribution standpoint, it is no more expensive than hiring 
salesmen and creating a complete sales personnel. it elimi- 
nates sales expense, increases turnover, and reduces costs. 
It enables the advertising to be released much sooner, be- 
cause the distribution can be obtained immediately, that is 
within 24 to 48 hours. There is little danger that the mer- 
chandise will go “sour” on the dealer’s shelf. The most eco- 
nomical “and effective way of introducing a product in 
any market is to distribute a small quantity of salable 
packages to the retailers free, if the cost of the product 
is not too great, to release the advertising, and then, after 
the advertising has been running a short time, to send 
salesmen into the territory for repeat orders and to get 
dealers to cooperate by purchasing adequate stock and 
tieing-up with window and counter displays. In this man- 
ner little time is wasted, complete coverage is assured. and 
few sales to the public are lost because of the failure of 
the retailers to have the goods on hand for public call. 
The reason that the latter plan is recommended where 
practical, becomes apparent when we consider that today 
not only does the wholesaler prevent the manufacturer 
from selling most merchants too much on an original bill. 
but the dealer himself is strongly against stocking new 
products except in very small quantities. The manufac- 
turer loses but little if he confines the initial sale stock to 
the dealer to a nominal quantity that gives quick turnover 
which is helped by the pulling power of the advertising. 


SPECIAL INDUCEMENTS 


In our marketing plans, we may have determined to 
offer special inducements, both to the salesmen and to 
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the retailer, for quantity purchases. It is impractical to 
mention here all the special and peculiar methods that 
have been used by firms to attain additional sales and 
larger unit sales. The following are some general observa- 
tions and will suggest the types of inducements used suc- 
cessfully to secure cooperation from salesmen and dealers. 

Payment for the use of store and window for advertis- 
ing is largely confined to the drug field. The payment of 
premiums to dealers of chains and hidden demonstrators 
in department stores are also practices that were quite 
prevalent in the drug field, and rarely in other merchan- 
dising fields. The practices of hidden demonstrators was 
frowned upon by so many in the drug field that it was 
forbidden in the Perfumery Code under the N. R. A. The 
elimination of the code threw the field wide open again to 
the practices and the abuses to which it may give rise. 
The abuses however may be held in check by the Robinson- 
Patman Act since special allowances and inducements to 
make sales must be given proportionately to all dealers 
in competition with one another. Payment of advertising 
allowances to chains, catalog space, and other special in- 
kinds 


become customary. With the prevalence of special induce- 


ducements of various are so frequent they have 
ments. one must remember that in selling drug products, 
customs and policies that are in existence will be encoun- 
tered and one’s plans must be prepared to cope with prac- 
tices so as to get the greatest possible cooperation as the 
result of these efforts made. 

In addition to the practice of p. m.’s, payment for win- 
dows. hidden demonstrations and other forms of coopera- 
tion which are usually given to the larger retail units, we 
have to give attention to the cooperative merchandise plans 
used by some manufacturers. It may be found essential 
or advisable to put some plan of this nature into effect. 
If we do so. it may change our entire sales and advertis 
ing plans. 

Those firms, as a rule, who use hidden demonstrators. 
use them not only as salesmen. but really as part of the 
advertising plan. The use of demonstrators may have the 
effect. generally, of reducing the amount of other adver- 
tising used. Demonstrators are effective principally only 
in those stores in which they are placed. The effect on 
other outlets and merchants is not very great. Since the 
major part of their advertising appropriation is spent on 
demonstrators placed in stores of competitors, the general 
run of merchants will be distinctly cold to the manufac- 
turer’s lines. The use of demonstrators raises an important 
problem in connection with our merchandising plan. Many 
products cannot get any help at all from department stores 
unless demonstrators are supplied. and in those stores 
where the largest part of the personnel are employees of 
different manufacturers it is difficult to 
cooperation under those circumstances. 


get any clerical 


TRANSFORMING DEALERS’ CLERKS INTO AN 
EFFECTIVE SALES FORCE: As part of our marketing 
plan, it is advisable that we make full use of the facilities 
in the hands of the retailer. In the large outlets .we can 
do this by hiring demonstrators. In the smaller outlets. 
however, where the owner is the sole sales person or, at the 
most, where there are but one or two clerks, this is im- 
practical except as a temporary expedient. Our salesman 
gets the product on the retailer’s shelf. If we expect our 
advertising effort alone to pull merchandise off, we are 
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giving ourselves quite a job. We must make some effort to 
get the dealer to help us. P. m.’s, as has been mentioned. 
are employed in large outlets like chain drug stores but 
they can also be used in smaller stores and in addition 
many manufacturers take advantage of the competitive 
spirit in everyone to stimulate cooperation by prize con- 
tests. These prize contests may be in form of contests for 
retailers clerks, window displays. unique effort in the 
pushing of our product. 


SALES BONUSES: When the dealer is asked to perform 
extra service, he expects to be paid for it and most firms 
realize their ends are best attained by taking advantage of 
the competitive spirit and desire for extra profit by arrang- 
ing means for dealers to gratify this desire. 

To this end, premiums have been used largely. These 
premiums are offered to dealers in many ways. The de- 
tails of premium offers can be worked out by each manu- 
facturer to his own satisfaction. When they are given to 
the trade in general, they usually are in the nature of a 
prize or an extra discount. When they are offered to the 
consuming public. they usually combinatior 
offer of two or more products at a special price. Details 
of some of the ways and means of working out offers of 


this kind will be told lat 


embr ace a 


CONTROLLED METHODS OF SOLICITATION 


We have pointed out previously the necessity of careful 
-election of outlets, and the proper distribution of calls 
on them by the manufacturer's representatives. 

The manufacturer must be selective in his method of 
calling on the trade. One manufacturer. Squibb. carries 
as a slogan a statement. “Your druggist is more than a 
merchant.” This statement can be paraphrased to “Your 
druggist is for from a merchant.” The druggist is essen 
tially a professional man rather than a merchant. This 
means that the solicitor of accounts. in his selection of 
dealers, should use care end should have a full apprecia 
tion of the type of outlets wanted. 

\ recent survey” was made from which may be had a 
composite picture of sales practice emong drug companies 
which might be used as a guide in the solicitation of 


It follows: 


accounts. 


1. A sales policy recognizing no restrictions as to ty pe 


of logical outlet. 


2. A liberal attitude toward price cutting, tempered with 


an aggressive effort to prevent price slaughter. 
>. A direct-to-the-dealer as well as through-the-whole 
saler sales plan. 

1. Selling direct the smallest quantity that it is possible 
to ship economieally. 
>. Recognition of the fact that goods remaining on the 
dealer's shelves might better be in the factorv. 

6. Consequently avoid overloading and contribute every 
assistance to speed up turnover of retailer. 

7. Realization of the fact that thousands of druggists 
have no business buying direct—-the best possible support 
of the wholesaler in selling these stores is a sound policy. 

&. Salesmen instructed to sell the resal> of the product: 
advertising to sell the product itself. 

9. Maintenance of an adequate sales record and analv- 
sis system to permit the study. on a selective marketing 
program, of known or determinable fact. 


10. No let-up in the advertising effort by which brand 
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consciousness and consumer acceptance may be required 
for many worthy products can be lost in the tangled 
labyrinth of drug store retailing. 

These conclusions have been arrived at on the theory 
that the retailer has been the beneficiary of highly ethical 
practice for many years. He has seen, however, that many 
practices have come into his business that are not in 
keeping with the principles under which he was nurtured. 
We, therefore. come to the 
that trouble the retailer are also the manufacturer’s prob- 
lems, and only by helping solve them for the dealer ean 
the manufacturer solve them for himself. 


realization that the problems 


If we add to the above list of composite practices an 
analvsis of the market on the basis of data already pre- 
sented on population, income. distribution. and store loca- 
tion we can develop that solicitation of the market that 
will yield the best results." 


HOUSE-TO-HOUSE SELLING 


In all our discussions on the sale of drugs and toiletries, 
we have based our facts and conditions on the marketing 
plan that presupposed sales through retail dealers, whether 
they were druggists, department stores. or mail order 
houses. However. as our analysis of sales through various 
outlets has indicated. house-to-house selling is a recog- 
nized and widespread method of selling toilet goods and 
drugs. 

Since the fundamental purpose of this volume is to give 
a complete resume of the methods and problems of mar- 
keting in this field—it is 
deciding on a marketing plan to become acquainted—at 
least 


advisable. therefore, before 


fundamentals of the house-to- 


house field. so that this method of marketing may at least 


with some of the 
be given some consideration before a plan is finally de- 
cided on. 


SIMILARITIES OF HOUSE-TO-HOUSE AND DEALER 
VIARKETING PROBLEMS: The manufacture of the prod- 
uct and other problems of preparing the product for market 
still exist. but the marketing problems and routine are en- 
tirely different from the ordinary manufacturer-to-dealer- 
to-consumer setup. Since this type of marketing lends itself 
to immense possibilities, it is well to consider some of the 


important differences to be found in this field. 


DIFFERENCES: When we 


method of merchandising. we are confronted with prob- 


come to the house-to-house 
lems different from those of dealer merchandising and we 
also do not have many of the problems that exist in ihe 
dealer field. First and foremost is the question of price and 
terms. 

Our price for house-to-house selling must be based not 
on a dealer and wholesaler discount basis plus a selling 
commission and advertising but on a retail price less a 
commission to our representative and a net price to our- 
selves. Products sold house-to-house generally are not 
advertised to the public so advertising is not included in 
our budget. Offsetting 
obtaining and training agents. the huge turnover in repre 
sentatives, and the follow-up cost of keeping agents inter- 


this. we have the hieh cost of 


ested and working to secure adequate sales volume. 


SCOPE OF BUSINESS: Let no one assume that house-to- 
house selling has not its place in the field. When we look 
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upon such firms as California Perfume 
Ness Co.. The Watkins Co.. and 
and realize that their agents number from 30.000 to 50,000, 
we can easily realize that this represents a sizable market. 
In a book of this type. we can only give reference to house- 
to-house selling in a casual way. as most of the problems 
of other types of selling do not exist and the method of 


operating must be developed as one progresses. 


DEALER REACTION: Dealers will rarely handle lines tha 
are sold on a house-to-house basis. Many resent it so much 
that they 
“anti-peddling” 


urge local legislative bodies to pass so-called 
ordinances and licensing ordinances to 
curtail this type of selling. It is for this reason that house- 
to-house selling is generally confined to very large cities 
where peddling licenses are usually inexpensive, or at most 
unincorporated villages and rural districts where such 
ordinances are not practical. In the smaller cities these 
licenses are very often as high as fifty dollars, generally 


too high for the average house-to-house agent. 


TYPES OF MERCHANDISE SOLD: The sale of merchan- 
dise house-to-house is usually tied up with the sale of a 
wide variety of household products both food and drug 
combined, We find most of the larger firms in this field sell- 
ing flavoring extracts, soaps, packaged food products of all 
kinds along with toiletries such as creams. lotions. face 
powder, tonics and so on. The same firms also sell the 
common household remedies like cough medicines, aspirin. 
mineral oil. and similar minor medicinals. Generally, 
while these firms package their own food products and 
flavoring extracts, for the most part their drugs and toi- 
letries are purchased from trade houses. packaged for them 


under their own private brand. 


PAYMENT FOR GOODS: The safest method of operating 
in this field is either on a C. O. D. basis or cash in advance. 
Generally. when a line is not too large or the product is 
a specialty. the agent will carry stock. make immediate 
delivery, collect for his sales, and then send in cash for 
his restocking of merchandise. Some house-to-house sales- 
carry a wide 
Of late years, 


men actually have trucks on which they 
variety of merchandise and a large stock. 
there has been a definite effort to build up the dignity 


of this type of selling. 


SALES LITERATURE: The technique of getting salesmen 
and sales promotion plans are peculiar to each firm’s spe- 
cial method of operating. The agencies which specialize in 
preparing literature of this type should be consulted and 
their advice followed as to the preparation of sales litera- 
ture to attract agents and to keep them active. Circular 
letters. broadsides. application forms. sales equipment are 
all needed, and the entire set-up requires a merchandising 


technique, speculative in the extreme. 


SELLING AGENTS: As has been explained. the greatest 
sales cost in this field, is obtaining and retaining salesmen. 
Sales agents are obtained in several ways: by direct ad- 
vertising. by circularizing. and by recommendation. The 
most effective form of direct advertising in obtaining 
sales agents is through the columns of the leading maga- 
zines on house-to-house selling. of which Opportunity and 
Specialty Selling are typical. Advertising in the classified 
or general columns of these mediums will usually bring 
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many letters of inquiry from interested house-to-house 
salesmen both experienced and inexperienced, who are 
anxious to earn some part of their livelihood by this form 
of selling. By the exchange of prospect lists between non- 
competing firms, it is also possible to build up a selling 
organization. Many firms also make use of lists of clergy- 
The latter 
very frequently possess the names of men and women who 
might beome desirable sales agents and very frequently 


men and teachers in the smaller communities. 


will recommend the names for that purpose. These are just 
a few of the major methods employed to obtain names 
of possible house-to-house operators. The problem is how 
to get them interested and selling. Since the turnover of 
agents in this type of selling is very high, constant efforts 


must be maintained to keep men interested. 


HANDLING AGENTS: As has been explained. house-to- 
house salesmen are frequently floaters. In bad times. the 
number of prospective agents increase. In good times men 
are more difficult to get. Applications are usually sent to 
all prospective sales agents, detailed merchandising his- 
tory is required, and considerable care is exercised in 
the selection of agents. Sales agents even of drug special- 
ties or complete lines require at least 40 per cent of the 
sales price and as high as 50 to 60 per cent for their 
share. Sales agents are usually required to pay cash for 
their sample lines but receive credit for the amount paid 
after a minimum volume of business has been done. 


SALES SUPERVISORS: Where a large force of agents 
have been developed, it may be necessary to appoint terri- 
torial supervisors. These supervisors are used to training 
men. allowing territories, adjusting complaints. and keep- 
ing ratio of man turnover at a minimum. The use of 
supervisors does not become important until the staff has 


grown to considerable proportions. 


HOUSE-TO-HOUSE STUNTS: While we have briefly dis- 
cussed one type of marketing which is limited in scope at 
this time to large lines of miscellaneous household products. 
there are other types of house-to-house selling that indi- 
vidual ingenuity can develop. Recently, there has been 
an effort on the part of new beauty-product firms to de- 
velop their lines on the house-demonstrations basis. The 
plan usually works something like this: A telephone call 
is made to a woman, a member of some suburban club 
or charity organization, asking for an appointment for a 
free massage or facial in the woman’s own home. Gener- 
ally the appointment is made. and the demonstrator. who 
is a clever sales person. in one call out of three is usually 
able to deliver a convincing selling message and effect 
sales of a private line of toiletries. In this way. a steady 
clientele is built up and some business is developed. 
DIRECT-TO-CONSUMER SELLING: One need hardly 
elance at the pages of any of the lower-priced magazines 
or the mail order editions of the New York Mirror, News. 
Philadelphia /nquirer and other mediums of this type to 
realize that the mail order sales of toiletries and drugs are 
still important. The possibilities of this particular field 
attract many consumers and occasionally a product first 
introduced by mail acquires favorable dealer reaction. 
Usually the products offered are single specialties. 

With some products sold by mail the strongest kind of 
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advertising copy exaggerations are required, to make this 
medium effective, and with the careful scrutiny of adver- 
ing by the Federal Trade Commission the difficulties of 
merchandising in this way have become increasingly 
severe. 

The ease with which one can start, the comparative 
nominal capital investment required for initial tests, and 
the glamorous hope of tremendous profits have led many 
to try this method. Rarely indeed does this form of mar- 
keting produce any outstanding success, although judging 
by the length of time some advertisements have been run- 
ning. some people must find them profitable. The type of 
merchandise offered in this to the 


semi-private range like trusses, bust developers, alcoholic 


group usually runs 
cures, fat reducers and other products of similar and some 
times dubious character. 

Although merchandising of drug and toiletries by house 
to-house selling or by mail order direct from manufactur- 
ers to consumer will not attract most of the legitimate 
operators in the field. There are firms marketing their 
products in these ways and therefore the two methods 
cannot be overlooked. Individually, they are not directly 
competitive with the average firm indirectly, they are a 
factor and at least their marketing possibilities and prob- 
lems should be known if not followed. 

After all, firms like those mentioned above in the house- 
te-house field have many years of outstanding success be- 
hind them and it is sometimes worthwhile to examine their 


methods and profit by thei: experiences, 


RECAPITULATION 
It is well for us at this time to take stock of our 


chandising and manufacturing plans and arrive at the 


mer 


basis on which we propose to operate. 

In the previous chapters we have indicated for the pros- 
pective enterpreneur, the general importance of the field 
he is planning to enter. the nature of the dealers to whom 
he will sell his product. the character of the commodities. 
the problems to be encountered from the consumer, dealer. 
and manufacturing angles. the importance of proper and 
adequate financing of his business, aspects of packaging 
and their relationship to the public, and his ability to 
manufacture his product economically. Their importance 
and the way they affect one another have been pointed out. 

In our sales chapter, we have endeavored to show the 
desirability of confining our sales efforts to these terri- 
tories and groups, that coincide with our financial ability 
to absorb the marketing costs necessary to create the 
acceptability of our product by the general public, so as 
to operate profitably. 

We have shown just how necessary a complete mar- 
keting survey is as a prerequisite to embarking on our 
enterprise and how necessary it is to be that the 
plans we have adopted are consistent with conditions and 


sure 
experiences of others in the industry. Whereas some of 
the facts we must acquire seem quite intricate, if the neces- 
sary steps are taken in their orderly procedure, the com- 
plete plan will soon work itself out with a cohesive pattern. 

Having this in mind, it next becomes necessary for us 
to determine just how we are going to make use of the 


information we have. In other words, our planning board 
must lay out those methods we are going to use out of 
many that we have considered. These methods develop 
into the following basic groups: 
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1. Prices and terms. In this group of problems comes 
the question of prices to the public, to the retailer, and 
to the this must 
cur discounts. bearing in mind that these have some rela- 


wholesaler. Under section. we decide 
tion to our competitors discounts, where price scale can- 
not be ignored. We cannot hope to compete with the field, 
if our prices are out of line with those of either the dealer 
or the consumer. for similar products at 60c retail when 
a list 
price be placed at $2.40 for a 25c article when the usual 


this similar product is offered at 35c. Nor can 
price is $2.00. In the pricing group. part of the question 
of packing is settled because the size of our package will 
be governed by the price we get on our product. 

2. Sales and merchandising plans. Having determined 
upon our general price policy, we must now put this policy 
inte practice. To do this we must first organize and train 
they are to sell, 


We must also decide the restrictions 


our sales force. We must decide how 
where, and to whom. 
we are going to make. if any, in the character of our out- 
iets and. if there are to be restrictions, the reasons therefor. 
We must prepare our men with adequate sales literature 
and we must back them up with a sales plan that is timely 
as well as efficient. In doing this, we must make use of all 
the information we have gathered about the experiences 
and methods used by others. We must decide what infor- 
mation can be discarded. Also we must determine the 
merchandise deal we are to offer. and we must bear in 
mind circumstances that may prevent our deal from being 
successful. The details of the sizes. types and methods ef 
offering deals will be discussed later. 

We must settle whether we even want salesmen at first. 
or whether we can use to best advantage the distribution 
method of free merchandise, so successfully employed by 
manufacturers. 


many One of the latest products intro- 


duced into the market in that way is Jests—put out by 
Ex-Lax, Ine. 

Then we must consider our advertising. As our adver- 
tising is a necessary part of our merchandising and selling 
plan, unless it is effective. complete, and timely our cam- 
paign will fail. 

If our merchandising efforts. however. are not. right; if 
our merchandising efforts do not place the goods where 
the consumers can get them when they want them; if our 
merchandising efforts arouse the consumer's ill will, then 
our entire campaign falls and our investment is likely to 
be lost. 

Full knowledge of the background is essential for the 
When one 
firm with millions at its command like Vicks can specifical- 
ly state to its stockholders that they expect to spend 5900.- 


000 in 3 months to introduce a new product and do not 


successful entrepreneur in the drug industry. 


iow whether their efforts will be successful or not. then 


it becomes more evident than ever how necessary and 


essential it is to be sure that all of the loose ends of our 
entire merchandising program are properly tied together 
carefully. coordinated properly. and put into execution 
effectively. 
to be taken are thoroughly analyzed and surveyed. when 


This can be done only when the various steps 


the plans are carefully made and carried out. and when the 
many possibilities of failure are eliminated. In marketing 
drug and cosmetic products. the advantage of being able 
to test many of our plans are so outstanding that, by the 
proper application of our knowledge. the probability of 
failure can be reduced to a minimum. 

1947 9219 


February, 





Experience in the drug and toilet goods market can be 
summed up best by the comment, “What not to do.” The 
firm that has the foresight to eliminate the ways that are 
wrong will never suffer even if it actually does only a small 
number of right things in all. ‘Two or three wise moves 
can make a very successful business. One important false 
fatal. 
markets. 
These test markets in a country as large as ours 


They 


enable him to try out merchandising and even advertising 


move may be 

3. Test 
markets. 
can be large or small, as the manufacturers will. 


fo this end we have available test 


plans in places fairly distant from one another to determine 


their effectiveness. In this way the manufacturer is able 
to test out the various phases of his problem about which 
he may be in doubt and to learn from inexpensive tests the 
errors and loopholes in his plans. It is seldom that any 


plan that is adopted can be carried through to ultimate 
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conclusion without changes. Sudden changes in condi- 
tions, unexpected competition, and other interfering fac- 
tors crop up that make change of plan necessary. Any 
organization should be flexible enough to be able to meet 
and overcome unforeseen situations as they appear. 

In any event, regardless of how large or small our organ- 
ization may be, how extensive or how thorough our mer- 
chandising campaign may be, we must embark on a pro- 
gram that has as its background all the necessary informa- 
tion to be able to make our tests properly. Too often cam- 


paigns go off half-cocked or half-completed, resulting in 


miserable failures whereas complete success would have 


been assured if the application of adequate preliminary 
effort appropriate to the campaign had been employed. 


Fact Book lopics Publishing Co., Ine 

By International Magazine ¢\ 

‘In this connection considerable attention could be given to the Trading 
Center Method of Sales Control by International Magazine Co. which contains 
naps, data and a formula that n often be applied. See also Chapter 2. 
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